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PPLETON. 


90° Pulling Elbow Unilet 
with “Roller Action” 


Patent 
Pending 


Explosion-Proof, New..90° “Roller” Elbow 


It’s a time and cost saver for your more difficult wiring installations in hazardous loca- 
tions. Large cables literally ‘troll through” the Appleton ELBD Unilet to give you 
faster, easier, lead-in wiring for motors, panel boards, circuit breakers and similar 
equipment, 


Two, exclusive, built-in rollers guide and protect bulky cable through the chamfered 
hubs to complete those bulky right-angle turns WITHOUT damage to insulation or 
knuckles. And an all-position dome cover bolts to the precision-machined Unilet body 
easily, quickly to insure a totally safe, permanent, explosion-proof seal every time. 


Order from your distributor now . . . Unilets available in 214” to 4” sizes WITH ROLLERS; 1” to 2” sizes 
LESS ROLLERS. 


Sold through franchised distributors only 


Also manufacturers of: 


Explosion-Proof = < 
\ Lighting Fixtures 4 i} } fd 
i "Outlet Boxes, 


electric company 7 


Lighting Reelites Switch Boxes 
*Closs 1, Group D; Class 2, 1701 Wellington Avenue, Chicago 73, Illinois 


Groups E, F, G 











The cable you see here is not interlocked armor. It is 
Simplex’ new C-L-X ...the completely sealed cable 
system. 
« Completely sealed against liquids and gases. 
¢ Protected against mechanical damage by a continuous, 
corrugated metallic sheath. 
As pliable as unsheathed cable because of its corrugated 
design. 
Needs no separate duct or conduit in any environment. 
Nonferrous sheaths can be designed to function as 
grounds or shielding. 
Simplex C-L-X is impervious to liquids and gases, is re- 
sistant to all forms of mechanical damage, and is as pliable 
as unsheathed cable. 
Available with sheaths of steel, aluminum, copper or 
bronze, and with or without outer plastic jacketing, 
Simplex C-L-X provides the ideal solution for almost any 
installation, particularly those in which cable life is limited 
by severe ambient conditions. 
Write today for illustrated brochure containing application 
and engineering information. 


WIRE & CABLE CO. 


Cambridge, Mass. *+ Newington, N. H. 


Only Simplex C-L-X... 
the Completely Sealed 
Cable System...is Built 


for Torturous Conditions 
Like This 


Simplex C-L-X combines cable and duct in one integrated system. Metal, in the 
form of a continuous flat strip, is formed into a welded tube around the insulated 
cable. The metal tube is then corrugated to form Simplex C-L-X 
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Credits and Collections 


ABOUT THE COVER: What with 
money being such a popular topic 
these pre- and post-election days, we 
used the funny-money and the cold- 
hard cartwheel to dramatize one otf 
the electrical distributing industry’s 
most critical current dilemmas. 

We refer to pricing practices as 
they apply to electrical manufacturers’ 
resale price schedules. Due, in part, 
to the American penchant for dis- 
counts, these suggested price figures 
have given distributors (and we use 
this label in a very broad sense) lots 
of room to wheel and deal. But 
indications are that market conditions 
are dictating a return to “realistic” 
resale prices on manufacturers’ sheets, 
and that distributors are glad. 

Don’t take our word for it, though. 
Turn to page 57, and measure the 
results of EW’s national sampling 
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for change to become effective. 
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What's that, sir? You disagree? Take 
your pen (or typewriter) in hand and 
register your feeling with us. Remem- 
ber, every vote counts! (Sound fa- 
miliar?) 


ABOUT THE INSIDE: Other articles 
in this issue hold interesting and in- 
formative thought- 
provoking questions. 

e “Can One Salesman Sell Motor 
Control and Appliances?” Wild as it 
may sound, that’s what Mid-Hudson 
Electric Supply’s Jack Harrison is 
doing—successfully (page 62). 

e “How Can You Boost House- 
wares Sales?” American Electric, St. 
Joseph, Mo. has developed its own 
answer. For details, see page 70. 

e “Should FHA Lighting Specs Be 
Upgraded?” Yes, answers AHLI presi- 
dent Maurice Rosen in an exclusive 
interview on page 82 

Happy — and profitable — reading. 


answers to many 
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FLUORESCENT LAMP BALLASTS 


Yes, take a good look...you'll see the results of No matter how you look at ADVANCE Koo! 
more than three years of research by ADVANCE Koil Fluorescent Lamp Ballasts, whether you 
engineers developing new grades of steel, testing are a.distributor, contractor, specifier, manu 
larger diameter. wire, incorporating special insu- facturer or user, you'll see these are ballasts 
lating materials and compounds. Another look at 
test results made in a standard 40° C, CBM and 
U/L heat box will show that Kool Koil Fluores- 
cent Lamp Ballasts operate 16.5° C. to 19.5° C. 


cooler than any other ballasts tested; give up to 
15% more light output for higher illumination more than 1000 ADVANCE Service-Stocking 


levels and increase ballast life 314 to 4 times. Distributors in the United States and Canada 


designed to serve you better. Remember too 
all ADVANCE Fluorescent Lamp Ballasts are 
available individually packaged for immediate 
replacement for any make ballast through 





“The Meant of the Lighting Industry” AVA 








"==" | TRANSFORMER CO. 
2950 NO. WESTERN AVE. CHICAGO 18, ILL. U.S.A. 
Manufactured In Canada by: ADVANCE TRANSFORMER CO. Ltd., 5780 Pare St., Montreal, Quebec, Canada 
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AUTOMATIC HEATING 
DESPITE POWER FAILURE 


7-Day Time Switch with 
20 Hour RESERVE POWER! 


Ste 


Ventilating, and Lighting 
in Schools, Public Buildings 
and Offices. 


Check These Exclusive TORK Features: 


@ Should power fail precision spring mechanism takes over 
instantly .. . keeps on time for 20 hours! 

@ When power resumes electrically wound spring rewinds 10 
times faster than used. 

@ Up to 12 operations a day with 2 hour minimum settings. 
Dial revolves once a week permitting longer or shorter peri- 
ods of operation for each individual day, as well as skipping 
selected days. 

Choice of easy-to-set tab-type tripper dial . . . OR conven- 
tional ON-OFF dial! 

Available with Single Pole Single Throw, Double Pole Single 
Throw, Single Pole Double Throw, and Double Pole Double 
Throw switching. 

Highest capacity of any 7-Day Time Switch . . . up to 55 
Amperes per pole. 

@ Compact, rugged design ...same size as 24 hour models! 

@ Available without case, with bracket . . . or with Flush En- 
closure, for panel meunting! 


Here is the safest, most dependable Time Switch made . . . designed 
to meet the highest quality standards of Consulting Engineers and 
Architects. Insures comfort no danger of Time Switch failing to 
operate when needed due to power failure. Economical too! No 
need for service screws to reset Time Switch after power failure. 


TIME CONTROLS, inc 
MOUNT VERNON, NEW YORK 


In Conada: DOMINION ELECTRIC MANUFACTURING CO., LTD., TORONTO 
Most Complete Line of Time Switches for Heating, Ventilating, Air Con- 
ditioning, Refrigeration, Water Softening, Sewage Disposal, Pumping, and 
General Electrical Applications. 


| LETTERS TO THE EDITORS 





Constructive Contribution 


Dear Sirs: 

If at all possible I would appreciate 
your sending me ten (10) reprints of 
the “Lighting Sales Idea Book” in the 
September 1960 issue of EW (p. 69). 

As a subscriber, I enjoy your maga- 
zine very much and found this par- 
ticular section extremely useful. I 
would like to pass some copies out 
to my lighting distributors. 

JACK WARD 
EMERSON ELECTRIC MFG. CO. 
MILWAUKEE, WIS. 


Dear Sirs: 


While I haven't done justice to a 
complete reading of your excellent 
issue for September, “1960 Lighting 
Sales Idea-Book,” and have to com- 
plete several more articles, I want to 
compliment you on this constructive 


| contribution to our industry. It seems 
| to be just another of the fine jobs to 
| be expected from EW. 


I was particularly impressed with 
the extent of the coverage, markets, 
methods, and madness. The last phrase 
may baffle you a bit; madness in light- 
ing is the promotional side of its life. 
{ should think that McGraw-Hill 
would not permit this package of ex- 
cellent articles to just rest on our 
nation’s desks. It seems fitting that a 
reprint of this would be very valuable, 
and I so make my request. 

The AIEE will begin a three week 
short course on lighting locally, Oct. 
3rd. I realize that reprints would not 
be immediately available, but if you 


could manage a quantity of copies for 


distribution to those attending the ses- 
sions—it would be excellent .. . 
CHARLES E. ARGAST 


VICE-PRESIDENT 


FARRELL-ARGAST ELECTRIC CO. 
INDIANAPOLIS, IND. 


Dear Sirs: 

. . .The September issue of Elec- 
trical Wholesaling contained a 40-page 
“Lighting Sales Idea-Book,” which | 
think is of extreme value. Please tell 
me, by return mail, how soon and 
for how much I can obtain 125 re- 


| prints of this article. 


B. A. EVERLY 
MARKETING MANAGER 
LIGHTING DIVISION 
WESTINGHOUSE ELECTRIC CORP. 
CLEVELAND, O. 


e If you, too, are interested, reprints 
of the 1960 Lighting Sales Idea Book 
are available at these prices: 1 to 49 
copies, 40¢ each; 50 or more, 30¢ 
each. Just write, Reprint Department, 
ELECTRICAL WHOLESALING, 330 W. 42 
St., New York 36, N. Y. 
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Here you see how easily new LPI troffers fit into flutes 
of Robertson Q-Deck. These rugged, die-formed steel 
fixtures are UL-listed with CBM-certified rapid-start 


ballasts, and are available in six stock diffuser types. 
Cross section shows simplicity of unit and convenience of 
installation. Troffers are wired complete, ready to go in. 


New LPI troffers for Robertson roof deck 


Note simplified treatment of the flush lighting. Adjacent 
cells can be closed off with acoustical ceiling material. 


Versatile Robertson Q-Deck brings all the advantages 
of quick, clean, dry construction to modern buildings. 
LPI’s new roof deck troffer is specially designed to com- 
bine with steel roof deck as a low-cost, functionally 
handsome ceiling and lighting system. 

Architects, engineers, and contractors everywhere are 
discovering that the happy combination of Q-Deck and 
LPI troffers installed within the cells gives them an 
attractive low-cost lighting scheme for many new- 
construction situations. 

Self-aligning hangers make for easy installation. 
Maintenance is simplified by easy-operating framed, 
hinged diffusers and by ready accessibility of all com- 
ponents. A wide choice of diffusers, including six stock 
models in formed acrylic, plastic louver, ventrolens, and 
glass, provides a selection of troffers for all applications. 


For more information, write for 
Roof Deck Troffer Bulletin 


FLUORESCENT 
LIGHTING 








TIMES and TRENDS 





Realistic vs Fictitious Prices 


Should manufacturers’ resale price schedules be sufficiently realistic so that you, 
the electrical distributor, can make a reasonable effort to get the published price, 
or should they be fictitiously high so that big discounts can be quoted? 

This question was put by telephone to 51 distributors in a recent ELECTRICAI 
WHOLESALING opinion poll (page 57). A majority (37) took a stand for realistic 
resale price schedules. And in our judgment—expressed in the past in connection 
with markups for home lighting fixtures—they are right. Published prices that 
reflect true market levels are the soundest for buyer and seller. 

Still, we can sympathize with the distributors who feel we have traveled too far 
down the discount road to turn back. Says one: “The selling field has gotten away 
from us to the point where the customer looks for his discount before he even looks 
at his price.” The answer, he insists, would be to give the distributor a larger gross 
profit so that he can work his discounts as he sees fit. “Such a system,” he adds, 
“is conducive to greater retained margins.” 

Yet such a system can bear the seed of its own destruction. Fictitiously high 
published prices stimulate a discount consciousness among end users. Soon their 
appetite for “extra 5’s” becomes insatiable. And with each price concession that 
is passed along, the true market is forced lower and lower. Finally, the day arrives 
when resale schedules become so meaningless that manufacturers give thought to 
discontinuing them entirely rather than start the dreary cycle again. 

With these supports gone, the selling fiber of the industry could be sapped 
completely. Distributors then may find it necessary to install direct telephone lines 
to suppliers to facilitate their chief role as negotiators between manufacturers and 
users. That may seem facetious, but the fictitious price-phony discount-big volume 
approach is so insidious and becoming so ingrained that, in another article in this 
issue (page 90), a distributor writes: 

“. . . If you want to rate ace-high with any particular manufacturer, be wined 
and dined at home and away, be on the first name basis with the president and get 
your name on his 1961 calendar, just move a lot of merchandise. You don’t have 
to pay your bills promptly. You don’t have to stock any merchandise to speak of. 
Feel free to ask for extra discounts at any time. Carry as many competitive lines 
as you wish. Upset his other channels of distribution by violating his price schedule. 
Take cash discounts in 30 or even 60 days. In short, do anything you please as 
long as you move merchandise . . . and back in the manufacturer’s home office, 
you will earn one more merit badge.” 

In order to work in this stinging commentary, it may seem that we have wandered 
from our original purpose—that of pointing up the current controversy on resale 
price schedules. But there is a relationship. And it is this: if an industry is to survive 
and succeed, it must live up to its obligation to the public it seeks to serve. The 
fulfillment of this is all-encompassing—it takes in honest products, honest prices, 
honest practices and mutual respect. 


Moving and Renovating 


This year wholesalers are moving to new quarters or renovating present facilities 
on a scale we haven’t noted for quite a while. We once calculated that approxi- 
mately 5% of the nation’s electrical distributors moved within a year. Now the 
rate seems to have stepped up. 

There are several reasons behind these moves: the need for expansion room for 
a growing business, the mounting inadequacies of an outdated building, the inability 
to serve a growing counter trade without sufficient parking space—to name three. 
At the same time, some distributors are finding good reason to stay put. And they 
are fortifying their resolution to remain by fixing up the old stand. 

Moves and renovations are a healthy sign. They point to confidence in the future, 
despite pressing problems. The new or renovated homes of three firms are depicted 
in this issue—each a fine example of up-to-date facilities. 


nes 


Editor 





L-M’s New Lawn-Glo Line Offers 
Matching Styles, Excellent Profit 


GFT 


One of L-M's newest Lawn-Glo lights, 
the Style C, provides soft, even light 
for this enchanting patio. Choice of six 
decorator colors and natural brushed 
aluminum 


Another new lLawn-Glo, the 
Style B, is this wall mounted unit 
lamp socket is an integral port 
of reflector and simply discon- 
nects from the lighting fixture 
Lawn-Glos accommodate stand 
rd lamps to 150 watts 





Line Material has added two more matching styles to its outstanding line of 
Lawn-Glo lights. This gives you a choice of excellent quality units. They offer 
a wide potential for both home applications and commercial uses: provide 
soft lighting and smart appearance for motels, hotels, swimming pools, patios, 
walks and driveways, drive-in restaurants, amusement and public parks. 
High Quality, Excellent Features 

L-M’s Lawn-Glo lights are distributed exclusively through electrical whole- 
salers. These attractive lights have non-corrosive aluminum and plastic con- 
struction throughout. Post-top models are available with either natural red- 
wood or black metal posts as an accessory. Photocontrol, available, auto- 
matically turns lights on at dusk and off at dawn. 

See L-M’s New Distributor Policy 

Here’s an excellent opportunity for you to make good profits from this out- 
standing line of quality outdoor lighting equipment. L-M offers a firm and 
fair distributor policy, national advertising, sales tools, sales helps, and de- 
pendable engineering service. For complete information contact your near- 
est L-M Field Engineer or mail coupon. 43 


Lawn-Glo” is a Line Material trademark 


@) LINE MATERIAL 
Industries 


McGRAW-EDISON COMPANY MAGRAWE 
HOUT, 


Quality Outdoor Lighting Hii 


DISTRIBUTION TRANSFORMERS - RECLOSERS, SECTIONALIZERS AND OlL SWITCHES 
FUSE CUTOUTS ANDO FUSE LINKS - LIGHTNING ARRESTERS - POWER SWITCHING EQUIPMENT 
PACKAGED SUBSTATIONS - CAPACITORS - REGULATORS - OUTDOOR LIGHTING 
LINE CONSTRUCTION MATERIALS - PORCELAIN INSULATORS - FIBRE PIPE AND CONDUIT 


Lown-Glo Style A luminaires 
shown at right provide lighting 

for this swimming pool These 
Lown-Glo lights are ideal for homes as 
well as motels, restauronts, drive-ins, parks 
All the light is directed down—it does not 
escape to annoy neighbors 








TOP OF THE NEWS... and its significance to you 





Distributor Sales 
Start To Rise 


IVE—GE Strike 
Tightens Supplies 


Pricing: Realistic 
Or Fictitiously High? 


Court Reviews 
Fair Trade Issue 


Graybar Studies 
Electronics Expansion; 
Announces Lighting Plan 


Industry Hails 
‘“‘Flameless’’ LBE Promotion 


Copper Prices Cut 
But Steel Rise Expected 





A look at the Business Index (page 96) shows that sales of elec- 
trical apparatus, supplies distributors which took a dip in July came 
back on the rise in August. Sales for the month were up 2% over 
August 1959, and 7% above the previous month of this year. 
For the first eight months of 1960, sales were up 3% over the 
same period of last year. 


With a final settlement in negotiations between the General 
Electric Company and the International Union of Electrical Work- 
ers, after an October 2nd work stoppage, distributors of GE sup- 
plies and apparatus are feeling the threat of a shortage, as present 
stocks on hand are rapidly depleting. The first break in the strike 
came when members of Schenectady Local 301, the largest union 
group at GE plants, accepted the company’s truce offer despite 
opposition by union officials. 

Westinghouse Electric Corp. had been conducting similar contract 
negotiations with the I.U.E. on renewing a five-year union-manage- 
ment contract. Agreement with the TUE was reached two days 
prior to the GE settlement. For the strike story see page 50. 


Recent price changes have aggravated a growing controversy con- 
cerning pricing. Two opinions have been expressed on the subject 
of resale price schedules—one that they should be sufficiently realis- 
tic so that distributors can make a reasonable effort to get the pub- 
lished price—and the other, that price lists should be fictitiously 
high so that big discounts can be quoted. For both sides of this 
story, see page 57. 


The U.S. Supreme Court has agreed to review a New Jersey court 
ruling that bars an out-of-state manufacturer from enforcing mini- 
mum resale, or “fair trade,” price agreements in state courts unless 
the company registers to do business in the state. The issue, raised 
in a case brought by Eli Lilly & Co., pharmaceutical manufacturer, 
is crucial to the policing efforts of “fair trading” manufacturers. 


Graybar Electric Co., Inc., is currently conducting marketing studies 
to determine whether to expand operations in the electronics field. 
The electrical wholesale distributing firm is presently active in elec- 
tronics in Los Angeles, Boston, and Dallas. A nation-wide market 
expansion program for the relighting modernization of commercial 
and industrial facilities has been introduced by Graybar. For more 
details on the plan, see page 108. 


The “Flameless” promotion campaign of the Live Better Electrically 
program has been accepted favorably throughout the electrical in- 
dustry, according to the latest LBE data. Utilities, manufacturers, and 
distributors have adopted the “Flameless” sales approach to their 
own advertising programs, an LBE spokesman said. 


Two of the nations leading copper producers, Kennecott Copper 
Corp. and Phelps Dodge Corp., have cut copper prices by three 
cents—to $.30 a Ib. The cut came in the wake of a recent two cent 
reduction by custom smelters. Otherwise, steel buyers feel that the 
rise in warehouse sales may bring about steel price increases before 
the end of the year. However, most buyers look for selective in- 
creases rather than a general price hike on all steel products. 
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Kamklamp Fuse Holders—exc/usive in Frank Adam 
Switches—lock cartridge fuse terminal immovably in 
position, and provide tight, flexible connections under 
constant tension that will not become loose and heat up. 
Overloads cause heat and expansion, then subsequent 
cooling and contraction, which loosens ordinary con- 
tacts making them flash and burn. Kamkiamp Fuse 


Holders help eliminate this major cause of trouble. 


Another Frank Adam exclusive is the rugged Shutibrak® 
switch mechanism that won't arc or pit. Pre-shipment 
testing under loads twice the rated voltage plus 1000 
volts—front handle operation that permits space-saving 






Shae. side-by-side installation—one piece molded pole units— 
= Ss = : these are only a few of the features that make Frank Adam 
4, Rd : 
tore ike ig te Safety Switches the industry's best buy. Write for catalog. 
See our ‘ avy | Es 
catalog in : pe NE te 
SWEETS os nar oe 


RAM NCE 1891 
Aoam ELECTRIC COMPANY 
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NEW PRODUCTS 








Connector 


Unit is new compression tee tap 
version 


Designated type DCT, connector is 
said to be easy to install since wide 
selection of tools and dies are avail- 
able. Connector also features side 
open main for hot line work. Tap in 
unit can be compressed with same die 
that is used to compress main, Fea- 
tures wide separation of tap and main, 
which provides for maximum pro- 
tection in making bi-metallic joints. 
e Anderson Electric Corp., Birm- 
ingham, Ala. 


Lampholders 


Unit features new type of pull 
mechanism 


Two new lampholders are for use 
on 4-in boxes; lampholder No. 35 
with 3-wire grounding outlet and No. 
36 has regular parallel slot outlet. 
New mechanism uses conical spring 
instead of helical spring, which per- 
mits it to “float” in contact. Thus, it 
can’t stick or hang up as with helical 
type, maker says. e Pass & Seymour, 
Inc., Syracuse, N.Y. 


Electric Unit Heaters 


Designed to solve 
space heating problems 


commercial 


New unit heaters, designated type 
LUH, designed to solve space heat- 
ing problems in factories, public 
buildings, stores, garages, warehouses 
and other similar establishments. Units 
have metal sheath fintube electric 
elements with built-in line voltage 
overheat protection. Wide fin spacing 
permits efficient, economical opera- 
tion even in dirty atmospheres, maker 
says. Fan motor totally enclosed and 
also has built-in thermal overload 
protection. Units offer heating capac- 
ities ranging from 17,065 btu/hr to 
85,325 btu/hr. Power capacities range 
from 5 kw to 25 kw and 208 to 480-v. 
e Edwin L. Wiegand Co., Pittsburgh, 
Pa. 


12 


Control Units 


Feature contact blocks with con- 
vertible contacts 


New line of type “R” series push- 
button control units and selector 
switches feature use of compact sin- 
gle circuit contact blocks with con- 
vertible contacts. Blocks can _ be 
mounted in any combination desired 
to obtain any contact arrangement re- 
quired, according to maker. Designed 
with convertible terminals that can be 
changed from “normally open” to 
“normally closed” without additional 
parts or tools. All contact blocks 
keyed to insure staggering of termi- 
nals when mounted in more than 1 
tier, and up to 8 may be combined 
for use on single operator. e Mack- 
worth Rees, Inc., Detroit, Mich. 


Switch 


Suitable for heavy duty, industrial 
applications 


Fusible or non-fusible safety switches 
available from 30 through 600-amps, 
240 v and 600 v ac, and 250 v dc. 
Switch and fuse load block assem- 
blies are mounted on removable steel 
plate. Mounting plate and external 
cover can be removed. Unit also fea- 
tures circuit breaker type toggle mech- 
anism. e Continental Electric Equip- 
ment Co., Cincinnati, Ohio. 


Floor Box 


Power source for office machines 
and lighting equipment 
Model 800 series includes ability to 
accommodate the widest range of 
receptacles, including 2 wire and 3 
wire; NEMA grounded, T-slot and 
twist-lock types through 20-amp ca- 
pacity. Unit also has larger hand-hole 
for ease of fishing conductors, and re- 
designed mounting ring that facili- 
tates easy field installation of inter- 
com, microphone and telephone re- 
ceptacles. New floor plate will accept 
¥2-in, %4-in through 1l-in conduit. 
e H. K. Porter, Inc., National Elec- 
tric Div., Pittsburgh, Pa. 


Ceiling Fixture 


New unit available as coffered or 
surface unit 
Completely enclosed ceiling fixture 
features large polystyrene plastic dish 
shielding with softly molded corners. 
Called Lyric, unit is available as sur- 
face unit or coffered unit, with fiber- 
glass plastic flanged coffer shell, or 
with coffer for plaster ceilings. Avail- 
able in 2-ft x 2-ft, 2-ft x 4-ft and 
4-ft x 4-ft sizes. Sides of unit are 
illuminated with softly diffused light. 
e Smithcraft Lighting, Chelsea, Mass. 


Regressed Down Light 


Suitable for all commercial 
poses and for homes 


pur- 


Unit features twist and turn mount- 
ing, in which only 3 steps complete 
installation, in seconds, manufacturer 
says. First, plaster ring is installed 
before finish plastering, with 3 screws 
in place to receive housing. Second, 
housing is inserted into ring, engaging 
screw heads into key slots provided. 
Housing is turned slightly clockwise 
to tighten. Third, frame is attached 
to housing with special spring brac- 
kets. Unit opening is 6%-in diameter 
regressed for soft, reflected illum- 
ination. ¢ Markstone Mfg. Co., Chi- 
cago, Ill. 


Switch Plate 


Electroluminescent unit serves as 
guide light 

Switch plate contains electro- 
luminescent lamp _ that produces 
enough light to be visible through 
white plastic covering it. When switch 
is turned on, lamp is extinguished. 
Unit replaces any conventional “sin- 
gle” switch plate. Connected directly 
with switch and mounted on same bolt 
holes used by plate it replaces. Plate 
may be used wherever there are single- 
toggle switches. Unit is of neutral 
color. e Sylvania Electric Products 
Inc., New York 17, N.Y. 
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The men who really know...know @zag 





Meet Jim Mahaney, seasoned veteran of 22 years 
in the electrical construction field . . . 
superintendent for the Coopman Electric 
Company; contractors specializing in complex 
commercial and industrial electrical 

installations. Jim, who has supervised some 

of the most interesting jobs in the West, 

insists on quality products . like those 
manufactured by Efcor, for a 

trouble free job. 


For instance, in the University of 
California’s new University Hall, Jim and 
his men have used Efcor fittings and 
boxes in an installation that they w 

ud of for years. Men like 
J ahaney take pride in their w 
... the men who really know— 
know Efcor. 


EFCOR 


ELECTRICAL FITTINGS 
CORPORATION 


YODSIDE 77, NEW YORK 





Enclosures 


Developed for use as pull boxes 
and junction boxes 


Special JIC terminal and pull boxes 
with factory installed terminal blocks 
have been added to manufacturer’s 
line. Suitable for all types of OEM 
machinery, signal systems, and other 
applications. Factory installed termi- 
nal strips mounted near cover of box 
to provide easier inspection of wir- 
ing, maker says. Boxes feature seam 
welded construction and are furnished 
without knock-outs or holes to pro- 
vide totally enclosed unit. e Key- 
stone Mfg. Co., Warren, Mich. 


Monitoring Device 


Detects small motor load changes 
in machines 


Called TorqueTrol, unit is ac motor 
load monitoring device which re- 
sponds to actual power. Device is 
said to detect very small motor load 
changes in a machine. Unit monitors 
motor torque, which is directly pro- 
portional to power, and is said to 
respond to actual power demands in- 
stead of current alone. Device has 
heavy-duty output relay and will re- 
spond to underload or overload. Relay- 
type output can be used to: stop motor; 
operate an aizrm or signal system; 
count work cycles, etc. e The Clark 
Controller Co., Cleveland, Ohio. 











Power Supply 


Regulated over 
manual setting 


range by 


wide 


Models made for either ac output or 
de output. On ac said to be no dis- 
tortion in output and regulation is 
available from zero to any desired 
voltage. Same power supply can be 
used for voltage control with same 
degree of accuracy if specified for 
both voltage and current, manufac- 
turer says. Covers range from 100 w 
to 50 kws. De models made to any 
ripple output specified with any ac 
input voltages for 1. 2 or 3 @ and to 
any frequency specified including 400 
cycle. @ American Rectifier Corp., 
New York, N.Y. 


V4 


Fluorescent Lamp 


New type lamp is rated highly ef- 
ficient, maker says. 


Lamp provides 15% more light than 
standard 40-w cool white lamps, and 
36% more than daylight type, as 
result of new phosphor combination, 
according to manufacturer. Produc- 
ing 3200 lumens, compared to 800 
for ordinary 40-w fluorescent lamps, 
new lamp is said to have excellent 
maintenance characteristics. e West- 
inghouse Large Lamp Dept., Westing- 
house Electric Corp., Bloomfield, N.J. 


Motors 


New line of encapsulated motors 
introduced 


Available in 3 or 2 phase, | through 


125 hp ac, squirrel-cage. Line pro- 
vides open-motor performance for 
applications usually requiring en- 
closed motors. Units available in 


NEMA designs A, B, C and D for 
1, 2, 3 or 4-speed constant or variable 
torque operation, all standard voltages 
and frequencies. e Howell Electric 
Motors Co., Detroit, Mich. 


Luminaire 


Side panels are of clear opal and 
interlock with prismatic section 
New Viking luminaire has “Opti-Vue” 
bottom prismatic diffuser. Side panels 
secured to prismatic section by spe- 
cial interlocking design. Unit is 334 in 
deep. Available in 2-lamp, 4-ft rapid 
start or 8-ft tandem and 8-ft slim- 
line. e Keystone Electric Mfg., Co., 
Philadelphia, Pa. 


Sealing Compound 


Sealing and caulking 
suitable for electrical uses 


compound 


Called Duxseal, compound is asbes- 
tos-based, non-hardening sealer. May 
be used for sealing of potheads, bush- 
ings, and terminal boxes, and many 
other electrical applications. @ Johns- 
Manville Corp., New York, N.Y. 


Ventilator-Light 


Unit has two 60-w lamps, with 
glass diffusers 
Ventilator-light, PV 7895 has power- 
ful impeller unit which provides ef- 
fective air movement over wide ra- 
dius, according to manufacturer. Unit 
offers plug-in connection for fan mo- 
tor and lights, and has triple-plated 
chrome grille. Other features include 
removable duct sleeve connector, 
built-in back draft damper, removable 
junction box. Mounting flanges are ad- 
justable. e Progress Mfg. Co., Phil- 
adelphia, Pa. 








Heater 


Area spot heater has quartz tube 
element 
Designed to heat personnel, equip- 
ment and floor directly under its rays. 
Available in two lengths—36-in and 
60-in; wattages from 1,000 to 4,000; 
120, 208, and 240-v. Can be ceiling 
suspended or wall mounted. e Sea- 
board Products Corp., Newark, N.J. 


Unit Heaters 


Designed for domestic and com- 
mercial applications 


Electric unit heaters can be mounted 
by suspension from ceiling or by sup- 
port from wall or ceiling by means of 
bracket. Units can be operated from 
thermostat or switch. Heating element 
consists of steel fins bonded to steel 
tubes with nichrome wires embedded 
in magnesium-oxide. Horizontal 
blades of louvers can be adjusted to 
control direction of heated air stream. 
Rated from 5 to 25 kw, 208 to 480-v, 
and available from % to ™% hp. 
e Modine Mfg. Co., Racine, Wis. 


Mounting 


Made of two-piece cast aluminum 
alloy 


Wooden pole and cross arm acces- 
sory mounting suitable for series 15,- 
000 photoelectric lighting control. 
Unit consists of right angle bracket 
and round receptacle housing. Pro- 
vides full 360 deg orientation for pho- 
toelectric control. Over-all height 
72 in. Bracket measures 5 in. from 
bottom to right angle, and receptacle 
head measures 2% in high and 2 in 
across top. e Acme Wire Co., Utility 
Products Div., New Haven, Conn. 


Conduit 


New line introduced with threaded 
coupling attached 
New aluminum rigid conduit line in 
standards sizes '2-in through 6-in is 
available in 10-ft lengths. Plastic 
thread protectors are color-coded for 
easy identification. Aluminum con- 
duit couplings and elbows of 90-deg, 
45-deg and 30-deg are available as 
standard radius in full range of sizes. 
Special radius elbows are also. avail- 
able. @ Wheatland Electric Products 
Co., Carnegie, Pa. 
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Its O-w 


NEW ROYAL ALL-VIN 
with 3-Wire Grounding Outlet 
for Power Tools and Appliances 


SAFETY-WIRED! . . . SAFETY-COLORED! 
. . . Royal’s all-vinyl, all-yellow trouble light is 
really loaded with sales power! Engineered for 
extra safety and extra convenience, this new item 
in the popular Royal line is equipped with both a 
3-wire U-ground outlet and a 2-wire outlet. It also 
gives you another important and exclusive selling 
point: The bulb guard is grounded to protect the 
user against electrical shock, and the 3-wire outlet 
is designed to ground 3-wire-equipped appliances 
or tools that are plugged into it. 

Extra tough, too . . . the ALL-VINYL construc- 
tion of the new Royal trouble light handle, cord 
and plug resists oil, acid, and grease . . . with- 
stands hard use and abuse that shorten the life 
of ordinary trouble lights. 






SEE YOUR ROYAL REPRESENTATIVE 








ELECTRIC TE | 
--. @® @sseociate of | 
ROYAL ELECTRIC CORPORATION, PAWTUCKET, RHODE ISLAND 


In Canada: Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
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IT’S MADE RIGHT — TO SELL RIGHT! 


Modern Design, Sure-Grip Handle. Cleans Easily with 
Damp Cloth. Highly Visible. Prevents Accidents and 
Damage to Light and Cord. Built-In Strain Relief. 
Heavy-Duty, Swing-Open Guard with Hook. Yellow 
Guard (Baked Enamel on Steel) 





3-WIRE U-GROUND OUTLET 








Individually packaged in 
attractive corrugated display cartons. 



























































4 j ONE SIDE 
a 2-WIRE OUTLET OTHER SIDE 
3-WIRE, U-GROUND OUTLET ONE SIDE, (44) 
; Ly 2-WIRE OUTLET ON OTHER; VINYL 
HANDLE, CORD, MOLDED-ON PLUG 
SHIPPING CARTON 
CATALOG | LeNGTH TYPE CORD 
QUANTITY WEIGHT 
5-3260 25° 18-3 $JT 12 30 Ibs. 
5-3261 50’ 18-3 $JT 6 25 
53-3270 25° 16-3 $JT 12 %6 
5-3271 50° 16-3 SJT 6 3) 
hd U*) 2-WIRE OUTLET ON BOTH SIDES* ty 
YY VINYL HANDLE, CORD, MOLDED-ON PLUG ry 
SHIPPING CARTON 
CATALOG 
LENGTH | TYPE CORD 
NUMBER QUANTITY WEIGHT 
45-3250 25° 18-2 $JT 12 25 lbs. 
45-3251 50’ 18-2 $sT é 20 
*Not Grounded 
15 








KLEIN 


preferred by linemen 


_.. electricians 


5207 BELT 
AND 5127 POCKET 


S118-PRS TOOL POCKET 


5295 SAFETY STRAP 


5249 TOOL BELT 


The name Klein on leather goods is 
known and preferred by linemen and 
electricians everywhere. Klein tool 
belts, safety straps, pouches and pockets 
represent the highest in quality, the saf- 
est in design and construction. 

In safety straps, Klein-Kord was the 
first specially woven fabric strap de- 
signed to permit the use of a tongue-type 
buckle without risk of slitting or rip- 
ping, even under severe strain. 

Now Nylon Klein-Kord safety straps 
are the newest Klein development offer- 
ing maximum safety with maximum flex- 
ibility. These are the only nylon straps 
designed to meet the tests given in 
Edison Electric Institute Report AP-2. 


@ \ Free Tool Guide 


Acopy of the new Klein Pocket 


\ | 
“. Tool Guide will be sent on 
mn request. 
Foreign Distributor: 


International Standard Electric Corp., N. Y. 


fs KLE I N. & a 


CAPITOL CIRCUIT 





@ The Sixth Circuit U. S. Appeals Court has upheld a lower Federal 
Court ruling that the Kentucky Rural Electric Co-op Corporation 
(a state-wide association) cannot accept commissions from manu- 
facturers on equipment purchases in which the state group acts as 
agents for its member co-ops. These commissions are a violation of 
the Robinson-Patman amendment to the Clayton Anti-trust Act, the 
Appeals Court said. The Kentucky Co-op group had sued Moloney 
Electric Co. for damages, when the company refused to pay the 
commissions. Moloney cited the possibilities of anti-trust implications. 

The co-ops, however, claimed they were exempt from the anti-trust 
proviso, and added that Moloney’s termination of the arrangement 
tended to lessen competition between distributors and manufac- 
turers’ sale representatives, and also tended to destroy competition. 


e@ Job security—not higher wages—set off the strike at General 
Electric by the International Union of Electrical Workers (IUE). 
When the IVE struck GE in late September, there was little difference 
of opinion on the new wage contract, but the company and the 
union were miles apart on what compensation would be provided 
by GE for employees laid off—mostly by automation. 

The IUE is seeking up to a year of company-financed layoff pay- 
ments for workers. Instead, GE offered a terminal payment of one 
week’s salary for each year of employment—either a single lump 
sum to quit outright, or partial use of it for training outside the 
company, or in weekly installments to supplement their state unem- 
ployment insurance benefits. GE also has offered an on-the-job 
retraining program for workers whose jobs are being replaced by 
machines, if the company feels the employees are adaptable to other 
skills. 

The IUE controls about 70,000 of GE’s 240,000 employees. 


@ Domestic purchasers expect to buy about the same number of 
three electrical appliances—television, washers, refrigerators—during 
last-half 1960 as they planned to do in last-half 1959, reports the 
Federal Reserve Board’s experimental “Quarterly Survey of Con- 
sumer Buying Intentions.” 

This prediction of status quo contrasts to consumer buying plans 
during first-half 1960—when they expected to buy more of the three 
appliances than they did in early 1959. 

About 5.8% of all U. S. families are planning to buy a washing 
machine during the last half of this year, the report says, compared 
with 6% who planned to do so last year. About 3.9% of U. S. 
families are planning to buy a refrigerator during last-half 1960, 
compared with 4% at this time last year; and 3.9% of U. S. families 
are planning to buy a television set by December 31, compared with 
an identical 3.9% in last-half 1959. 

Families in the $10,000-and-up income bracket account for the 
greatest percentage of planned purchases in almost every case—for 
each appliance and for both 1959 and 1960 first and second halves. 
And the family group indicating the second largest percentage of 
planned appliance purchases it is reported come from the second- 
highest income bracket ($7,500-$9,999) with one unexplained ex- 
ception: Families in the middle ($5,000-$5,999) income range had 
the second highest percentage of planned refrigerator purchases 
during last-half 1960. 
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+165°F 


COMPENSATES 
FOR BOTH HEAT 
AND COLD FROM 
—20°F to 165°F 


RELIABLE AND ACCURATE PROTECTION REGARDLESS OF HEAT OR COLD 


Here, for the first time, is a compact overload 
relay that compensates for both heat and cold, 
operating on the same time curve at all tem- 
peratures from -20°F to 165° F. Compensation is 
completely automatic. No field adjustment is 
needed. Operating mechanism is simple, rugged 
and dependable. 

This performance is made possible by the exclu- 
sive Arrow-Hart “Balancing Bi-Metal” which is 
located in a separate compartment and is not; 
therefore, affected by heat applied to the working 
bi-metal. 

e MUCH SMALLER SIZE .. . than any other comparable 
unit now available. Base size is the same as stand- 
ard A-H Overload Relays. 

e USES STANDARD HEATERS .. . and works equally well 
with either quick-trip or regular type. 

© COMPENSATES AUTOMATICALLY for both heat or cold, 
by means of an exclusive, “Balancing Bi-Metal”’ 


Effective through a temperature range from 
—20°F to 165°F. 

e DEPENDABLE IN OPERATION .. . and requires no adjust- 
ments of any kind. 

e AVAILABLE... with all A-H Starters. Ratings 
from 25 to 300 amperes, continuous current. 
Normally supplied with manual reset. If desired, 
relays can be equipped with a change-over lever 
that provides manual or automatic reset, as re- 
quired 


IDEAL FOR USE... 
OUTDOORS ..... in oil fields and other 


installations subjected to wide seasonal or daily 
changes in ambient temperatures. 


INDOORS .... for control installations lo- 
cated near boilers, furnaces, heating units or 
refrigeration equipment and subjected to wide 
daily changes in ambient temperature. 





SEE NEXT PAGE FOR CONSTRUCTION DETAILS and ADDITIONAL DATA~ 
THE ARROW-HART & HEGEMAN ELECTRIC CO., HARTFORD 6, CONNECTICUT 

















AMBIENT COMPENSATED 
OVERLOAD RELAYS 


WITH “BALANCING BI-METAL“” 





DEPENDAE 
A WIDE RA 


As shown in the accompan 

the working bi-metal and 

sating bi-metal are identical 

construction and are joined b 

pling bar. As the ambient temp 

rises above 72°F, the compensati 

metal operates through the coupling || NG STANDARD HEATER CURVE (NOMINAL) 
to move the working bi-metal in ord ‘ | a 

to maintain its distance from the tri \ h \ QUICK TRIP HEATER CURVE (NOMINAL) 
arm. Similarly, as the ambient tempera- — YN 
ture falls below 72°F, the compensating 
bi-metal operates to maintain its dis- 
tance from the trip arm. Therefore, trip- 
ping time remains the same regardless 
of temperature. Switching mechanism 
itself employs the same positive snap- 
action featured in all Arrow-Hart Over- 
load Relays. The calibrating screw 
permits precise setting. This screw is set 
and sealed at the factory and requires 
no further adjustment. 


PERCENT Q 


| z 
SEND NOW FOR COMPLETE INFORMATION a2 888 8 Fe 38 


COMPARABLE IN SIZE TO 
STANDARD ARROW-HART O.L. RELAYS 


MAIN BI-METAL 


SERRE 
Renee nm 


TRIP ARM 


SNAP ACTION 
SWITCHING 
MECHANISM 


FE 


CALIBRATING SCREW COMPENSATING BI 
Ambient Compensated Standard FACTORY SET AND SEALED 
O.L. Relay O.L. Relay 


PATENT NO. 2,908,786 





OPERATES ON THE SAME TIME CURVE AT ALL 
TEMPERATURES FROM — 20°F TO 165°F! 


ARROW AH) HART 


LeualeG since 1890 


MOTOR CONTROLS «+ ENCLOSED SWITCHES 
APPLIANCE SWITCHES + WIRING DEVICES 


THE ARROW-HART & HEGEMAN ELECTRIC COMPANY 

103 Hawthorn Street, Hartford 6, Connecticut 
MOTOR CONTROL DIVISION 

Please send me complete information on the new Arrow- 

Hart Ambient Compensated Overload Relays with exclusive 

“Balancing Bi-Metal’” Mechanism. 


name 
position 
company 
co. address 
city 





Business Outlook: 





‘61 Looks Good But 
Slow Growth Is Forecast 


Here is the latest outlook on business 
as prepared by the McGraw-Hill De- 
partment of Economics. 


EXT year will turn out to be a 
good one for business, over-all. 
There is an excellent chance that 

business will be moving up very 
rapidly toward the end of 1961. De- 
spite losing steam in the third quarter, 
the U.S. economy will still wind up 
the year with a gross national prod- 
uct—the dollar volume of all goods 
and services produced in the country 
—of about $504 billion, the highest 
on record, and in 1961 it will prob- 
ably run about $510 billion. 

Obviously, next year will be one of 
little economic growth. Actually, we 
anticipate some further business let- 
down in the early months of 1961 
when the downs—capital investment, 
consumer spending on durable goods 
and further inventory reductions— 
will more than off-set the ups—con- 
sumer spending on soft goods and 
services, new housing and government 
expenditures. But the recovery follow- 
ing the drop in business should easily 
carry the total volume of activity to a 
new all-time high for the year as a 
whole. 

The Federal Reserve Board’s Index 

of Industrial Production — covering 
manufacturing, mining and _ utilities 
output — will not make as good a 
record in 1961 as it did this year. On 
the average, the industrial area of the 
economy will fall about 5% below 
this year’s record high level of 108 
(1957 == 100), with declining durable 
goods output accounting for most of 
the drop. 
e Capital Goods—We are in _ the 
process of making our annual fall 
check-up on plans for new U.S. plants 
and equipment. Until it is completed, 
we—and other business forecasters— 
won’t really know precisely what will 
take place during 1961 in this crucial 
sector of our national economy. How- 
ever, the few clues that are available 
augur trouble. Declining new orders 
for machinery, excess capacity in 
manufacturing, declining profits and 
profit margins and declining stock 
market averages suggest a let-up in 
business investment. 

Incoming new orders for industrial 
machinery, a leading indicator of fu- 
ture capital investment, have been de- 
clining since May, according to the 
McGraw-Hill Machinery New Orders 
Index. The drop over the last few 
months has been on the order of 7%, 
and machinery companies are antici- 
pating still further declines in their 
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DISTRIBUTOR — 


meets 


TIME SWITCHES © 


Result: MORE SALES 


a 


This scene is repeated every day throughout the nation. Contractor asks 
for a time switch that does the tough jobs best—a switch that can be depended 
on to work faithfully and precisely without time-consuming call backs. The 
Counterman shows Intermatic with a brief explanation . . . and a sale is made 
on the spot! Countermen take it for granted . . . Intermatics always sell because 
Intermatics are designed for easy operation with built-in reliability that makes 
them easy to explain—that’s why they’re the sellingest. If you’re in doubt 
which switch to pitch . . . sell Intermatic! 


THESE ARE THE REASONS “WHY” INTERMATIC IS THE BEST BUY! 
Snap-out mechanism for faster, easier mounting . . . 31 cubic inches of wiring 
space to work in without getting finger cramp . . . Top on the job performance 
with a heavy duty motor and 40 Amp rating (4375 watts tungsten rated) . 
Hi-Power switching mechanism and U-Beam Switch Blades assure long life 
.. . E-Z See Dial for faster, more accurate settings. It figures: Intermatic 
gives more switch for every dollar . . . more performance for every job. 


OVER 100 MODELS TO CHOOSE FROM 
© 125-250 Volts © 10 seconds to 23 hour timings @ 1 
to 96 operations per day ® Up to 55 Amps ® One or 
two circuits @ Standard or ‘‘Skipper'’ models 

pe ee ee Se ee ee ee ee ee ee ee ee ee ee ee ee ee oe 
INTERNATIONAL REGISTER COMPANY 

2624 W. Washington Bivd., Chicago 12, Illinois 
Gentlemen: Please send me your catalog on the com- 
plete Intermatic Time Switch line. Bulletin 110-0 
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For FREE istrated  ) a __.__ STATE 


MAIL THIS COUPON TODAY 














PERFORMANCE 
PLUS 
PROTECTION 


240, 480 
and 600 
VAC 


250 VDC 


-e* 


FUSIBLE or NON-FUSIBLE | 


"VARROW- HART. 
100 AMP HEAVY DUTY 





SAFETY SWITCH 


For Commercial and Industrial Installations ... 


these new switches are designed for safe operation, 
dependable performance, and provide positive protec- 
tion for the user. Design and construction features 
include: 


VISIBLE BLADES... bs 
show at a glance the switch is in the “OFF” or open 
position. 

DEAD-SAFE DESIGN... 


switch cannot be operated when cover is open. 


INTERLOCKING INDICATING COVER... - 
can only be opened when switch is in “OFF” position. 


QUALITY CONSTRUCTION ... ; 
with knife blade contacts and all current-carrying 
parts silver plated. 


COMPACT DESIGN... 


providing maximum wiring space in gutters. 


Supplied with NEMA I (General Duty) enclosure. 
Available with 2, 3 or 4 poles. Write for details to The 
Arrow-Hart & Hegeman Electric Co., Dept. EW, 103 
Hawthorn St., Hartford 6, Conn, 


ARROW © HART 


Kuali wut (1890 


ENCLOSED SWITCHES . WIRING DEVICES 


MOTOR CONTROLS @« APPLIANCE SWITCHES 





new bookings right through the first 
quarter 1961 indicating that 1961 in- 
vestment in new machinery will be 
down several percentage points from 
the 1960 level. 

Three developments are at the root 
of the anticipated decline in business 
investment. One of the most important 
is the current over-capacity in manu- 
facturing. Manufacturing capacity is 
ample for almost everything. Actually, 
most industries now have more capac- 
ity than they will need for the ex- 
pected level of production in 1961. 

The industrial operating rate has 
been sliding steadily since the end of 
1959. Our best estimate is that at the 
present time manufacturing industries, 
on the average, are operating at about 
80% of capacity compared with a 
rate of 85% at the end of last year. 
This is also considerably below the 
rate at which companies would prefer 
to operate. We have been creating 
new capacity faster than we have been 
utilizing it. Consequently, with the ex- 
ception of capacity for new products 
there is little need for installation of 
new capacity in 1961. 

Sagging profits and profit margins 
generally result in a cutback of capi- 
tal expenditures. Currently, profits 
and profit margins are declining—but 
from high levels. Despite rising de- 
preciation allowances that are con- 
tributing to a very high corporate cash 
flow, many companies indicate they 
are “fresh out of cash.” The reason: 
their large cash investment in inven- 
tories. These firms will be among the 
first ones to cut investment in new 
plants and equipment if profits con- 
tinue to sag. 

After absorbing the worst buffeting 
in several years, the stock market is 
suffering from an acute case of jitters 
—the only major attack so far. The 
stock market appears to be giving a 
clear indication that profits are going 
to slide still further. Generally, sus- 
tained jitters on Wall Street have an 
impact on business confidence and 
lead to some cut backs of business 
spending. 

@ Inventory Cuts—Inventories in the 
hands of manufacturers are high 
despite the recent paring of stocks. 
They are high both in absolute terms 
(nearly $55 billion) and as a ratio to 
new orders (1.88). Stocks appear to 
be excessive in nondurable goods in- 
dustries—chemicals, paper and rub- 
ber—in construction materials and in 
metal-working industries as well. A 
further cut in inventory, right across 
the industrial board, seems to be shap- 
ing up for early next year. Current 
indications suggest that corporations 
with modern computers and excess ca- 
pacity will need less inventory than 
they did in the past. 

e Consumer Durables — With new 





autos appearing on dealers’ floors and 
with Christmas not too far away, the 
big consumer selling season is upon 
us. Manufacturers of automobiles, tele- 
vision sets and household appliances 
are increasing production schedules 
despite the current sag in sales and 
the high inventories. But it is very 
doubtful that consumer durables’ sales 
will expand this fall, or even into the 
next year. 

There are several reasons why. For 
one, consumers are better stocked 
with durable goods than they have 
ever been. For another, the new 
model compact cars, television sets 
and appliances are not really different 
enough from the old ones to stimulate 
strong consumer demand. 

If we are right that sales of new 
automobiles and other consumer dura- 
bles will not get going well in 1961, 
it won't be because consumers aren't 
well-heeled financially. Personal in- 
come, after taxes, continues to inch 
up and will go higher in 1961, and 
personal savings are also near record 
high levels. 

The prospective cuts in consumer 
spending on durable goods next year 
will be more than offset by increased 
spending on soft goods and services. 
As a whole, consumer expenditures 
will not provide a drag on business in 
the year ahead, but neither will they 
give any extra lift to the economy. 

e Brighter Side—Things are pick- 
ing up in housing. The availability of 
mortgage money, and at lower inter- 
est rates, has and is giving a lift to 
both home builders and to home pur- 
chasers. For the first time in several 
months housing statistics are indicat- 
ing that the long awaited recovery in 
residential construction is not far off. 
Housing starts increased 8% in Au- 
gust. Federal Housing Administration 
applications for mortgages and Veter- 
ans Administration appraisals — two 
gauges of future housing develop- 
ments—also rose substantially in Au- 
gust. Thus we look for an increase of 
about 8% in housing starts next year 
with the dollar volume of residential 
construction moving up throughout 
the year. 

e Government Spending — Total 
spending by all levels of government 
—local, state and federal — will top 
$100 billion in 1961 for the first time 
in U.S. history. Government expendi- 
tures are now expected to rise by $6 
billion from $99 billion this year. The 
rise in government spending is ex- 
pected to be split right down the mid- 
dle between the federal government 
and state and local governments. 

This year, as in every presidential 
year, there’s a lot of talk about which 
party will spend what. Both candidates 
are suggesting about $3 billion more 

Continued on page 112 
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NEW 100 AMP LIGHT DUTY 
SAFETY SWITCH 


Exclusive 
NEW 
One Piece 


Terminal- 


Contact “ 240 VOLTS « 3-POLE, 
: : 3-WIRE S/N and 4-WIRE S/N 
Construction 


Only 4 Parts Per Pole... 


Your Assurance of Cool 
Efficient Operation! 


e STURDY, KNIFE-BLADE CONTACTS... fully visible 


to provide assurance of safety. 


e EXCLUSIVE CAM MECHANISNM ... with spring action 
gives effect of quick make-and-break, insures positive 
opening and closing of contacts. 

e STURDY, COMPACT, NEMA I ENCLOSURE .. . has 
ample knockouts. Extra-wide gutters provide plenty 
of wiring space. 


Write now for complete information. Dept. EW, The 
Arrow-Hart & Hegeman Electric Co., 103 Hawthorn St., 
Hartford 6, Connecticut. 


ARROW © HART 


Kul wut 1890 
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CLAYTON MARK 


FOR BOTH... 











ALUMINUM 


CONDUIT 


STEEL 


CONDUIT 


Now! You can buy both aluminum and steel conduit from 
one source of supply —Clayton Mark & Company! Pioneers 
in conduit since 1910, we offer the best, the safest and the 
longest-lasting conduit made under modern facilities. The 
availability of Aluminum Rigid Conduit from the same 
experienced manufacturer allows you to offer whichever is 
specified for the job . . . thus saving you duplicate paper- 
work, effort, time and money. Write today for literature 
and quotations on both aluminum and steel conduit. 


“THE CONTRACTORS FAVORITES" 


HOTKOTE GALVAKOTE ENAMELKOTE 
RIGID ALUMINUM CONDUIT 


CLAYTON 
MARK 


AND COMPANY 


1900 DEMPSTER STREET - EVANSTON, ILLINOIS - U.S.A. 


a To 
GG remes WATER WELL SUPPLIES gconou'r & UNIONS oe TUBING 
— s 











UMC Tel mete), Lelting 


e Lightweight 

e Corrosion-Resistant 
e Easy to Cut and Bend 
e Non-Magnetic 


‘e U/L Approved 


ras OFo} (0) 1 kolo (-1c Mm Mala-t- Te) 
Protectors 


e Meets Federal 
Sy el-verhiler- baleen 





STEEL CONDUIT 


« Durable and Sturdy 

e U/L Approved © 

e Special Interior 7 
Enamel 

e Wires Pull Through 
Easily 

« Zinc-Coated Threads 


e Meets Federal 
Yersxenbiter-bilelary 


Profit Parade of 


Carded 
Displays 


No one else offers such 
a variety of carded tools! 
Every card features new, 
fast-selling items! 

No shelf stock! Cards give 
visible inventory control! 
Each card a real profit- 
maker! 


NEW . . . DUS 1111 Display 
Features 1/4” nut driver plus regular 
and Phillips screw drivers. 


Distributor Net. . $8.00 per card of 10 
Sells to the trade 
for only .. . $1.28 each net 


26 Cards From Which to Choose 





SPECIAL OFFER! 


A $3.50 value 
leatherette type 
attaché case FREE of 
extra cost with pur- 
chase of six assorted 
cards (minimum 


order $35.00) 











VACO carded displays are your best bet for picking up extra impulse 
sales on extra profitable tools that sell on sight. Just keep the cards 
where customers can see them and they'll sell out in a hurry. Every one 
a sure-fire, popular item! Just pick the cards you want from the VACO 
selection (world’s largest) of 26 cards and watch them sell out! You'll 


be glad you did! 


Write for Literature Describing the Full VACO Carded Line 


VACO PRODUCTS COMPANY, 317 East Ontario Street, Chicago 11, Illinois, U. S: A. 
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BOSS ... COMPLETE LINE OF ELECTRICAL ENCLOSURES 











NEMA Type 12 Single Door 
NEMA Type 12 Double Door 


“The Line of Least Resistance”’ 


( From NEMA Type 12 and J.I.C. Enclosures 
1 = @€= for critical atmospheric conditions, through 
| all types of Wireway and Fittings .. . 
stock or “specials” . . . BOSS offers you 
excellent quality and prompt delivery. 


The complete BOSS line is job-engineered 
for quick, easy installation. Enclosures are 
code gauge steel with smooth corners and 
firm, but easy knockouts. All are UL ap- 


Oil Tight Console 


proved. Durable gray baked enamel finish. 


Immediate delivery on stock items from 
central location. Sell BOSS for increased 
profits. Write for Catalog on the complete 
line of BOSS Electrical Enclosures. 


Sold thru leading distributors everywhere. 











Transformer Cabinet 


Type “A’’ Box Screw Cover Pull Box 
NR Eee 
= om Sage 
ne — 
os Ory te ae - | 4 3 
ae 2 | ae i : i) 


LAC. F i 
C Hanged age Sever Complete Line of Fittings 


BOSS 


Flanged Hinge Cover 


THE HUENEFELD CO. 


2701 SPRING GROVE AVE 





a 


NEMA Type 1 





_— 


Heavy Duty Unit Enclosures 


” 
_ 
P 


“ 


J.1.C. Wiring Box 
and Panel 


Telephone Cabinet 


Flangeless Hinged Cover Lay-In 


Flangeless Screw Cover 


ENGINEERED PRODUCTS DIVISION 


CINCINNATI! 25, OHIO 


ANNOUNCING... . the 





and most powerful 
4” segment bender 


on the market 


Greenlee No. 777 
(1-1/4” thru 4”) 
weighs only 65 lbs. 


(exclusive of shoes) 








COMPARE advanraces... 


BENDERS 
IN ONE 


a few optional parts adapt the ONE-MAN 

No. 777 segment bender to OPERATION 

supports for all pipe sizes fast, one-shot 90° bending safety valve in pump, oil by- 
one set of safe, quick-locking 1/2” thru 2” and thin-wall pass in ram, weighs only 65 
pipe support pins. bending 3/4" thru 2’. Ibs. excluding bending shoes. 


one-piece frame of high- 
strength aluminum 


one set of aluminum pipe 


Unmatched for over-all performance, the new Greenlee No. 777 does more jobs for you 
than any other bender of its type. Use it to make offsets . . . large sweeps . . . concentric bends . 


one-shot 90° bends. . . thin-wall bends. 


Its 27-ton ram has power to spare for segment bending of steel or aluminum conduit and pipe 1-1/4” 
thru 4” — will bend extra heavy schedule 80 pipe. Comes equipped with a hand hydraulic pump, 
but can be operated with power pump for even faster performance. 


OPTIONAL EQUIPMENT FOR ONE-SHOT AND THIN-WALL BENDING 


One shot 90° bending 1/2” thru 2” Thin-wall bending 3/4” thru 2” 


90° bends in one 
shot An important 
exclusive advantage you 
get with this new, light- 
weight GREENLEE seg- 
ment bender. Simply by 
adding bending shoes 
and adapter, you can 


Quickly mounted 

thin-wall attachment The No. 777 segment 
bender can be quickly and economically converted 
make any bend up to to bend thin-wall conduit 3/4” thru 2”. Standard 
90° in 1/2” thru 2” con- No. 770 thin-wall attachments fit the No. 777 
duit or pipe in one shot! bender with only the addition of one roller. 


ASK YOUR DISTRIBUTOR FOR A DEMONSTRATION NOW! Write for bulletin E-249 
GREENLEE TOOL CO., 1937 Columbia Ave., Rockford, Illinois 


GREENLEE JOB-PROFIT TOOLING 


... cost control for contractors 








NOW ORDER ONCE, FOR THEM ALL, 
» FROM BLACKHAWK 


A COMPLETE line of quality fittings — accessories, and specialties for electricians 
can be combined in one order from Blackhawk 





Slip Fitter Head. Won't rust or EMT Connector. Quick and easy The 800 Series Service Entrance 

discolor. Available for %” to install. No corrosion. Com- Elbow. Long lasting. Makes 

FITTINGS through 4” conduit. plete range of sizes. Also avail- pulling wire through conduit 
able with insulated throat. easier. 


a Mr. 


540 One Piece Box Support. Service Entrance Cable Head. Snap Strap for rigid conduit or 
Provides rigid, unified support. Heavy steel cable clamp. Large EMT. Provides rigid contact sup- 
Easy to install. The first and key hole. port. Easy to install. 

finest. 














Y 


SG) 


Adjustable Bar Hanger. Fost, Beam Clamps. Complete with Conduit Hanger. Carriage bolt 
neat, thrifty for hanging all case-hardened set screw. locks tighten with one tool. May 
ceiling light fixtures. also be used with stove bolt. 





SERVICE : e) Fite 
ENTRANCE : Service Entrance Mast. Avail- Head. 


f M4 , 1 1 ‘i 2”. 2) ” 
MAST 3”, nd ‘ . Offset Reducer. Neoprene 
; Synoflashing Unit. 


ASSEMBLY & | 7 \, sie 
ACCESSORIES ‘| ah) 


Mounting Bracket. Fits all size pipe from 1%” to 3”. Insulators. 

















WIREHOLDERS 








Heavy-duty Medium-duty Small Wireholder. 
Steel Clad Wireholder. Steel Clad Wireholder. 


Steel and Brass Wood ooo ® 


SPECIALTIES and Machine Screws Caulking Anchors for 


and Tapping Screws. Machine Screws. 


Screw Drivers. ry | 
Complete selection. . 


Also complete line of lag Screw Expansion Wood Screw Anchors. Spring Type Toggle 
chisels and punches. Shields. Bolts. 











Plus Staples, Locknuts and Bushings, Pole Ground immediate delivery from adequate stocks to electrical 
al Assemblies, and Connectors. wholesalers only. Write today for Blackhawk’s com- 


lackhawk* a catalog of electrical fittings and specialties. 
[ngustries Blackhawk Industries, Dubuque, lowa 


Where the new ideas come from 
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Sure, they'll take any-make starter or circuit breaker. The 
door swings open right or left. Doesn’t make any difference 
which. You always have plenty of room to work. And plenty 
of future capacity, too. Crouse-Hinds DMC/WMC'’s can be 
had with pilot-light holes, push-button holes, or selector- 
switch operating-shaft holes already drilled, tapped and 
plugged. Installation is always simple, fast, permanent. 
Dismounting just as easy, should you need to move to a 
new location. 

Plenty of other advantages make for ease, endurance and 
economy. For example: Both the dust-ignition-proof DMC 





and the watertight WMC are strong, lightweight and cor- 
rosion resistant, made from top-quality cast aluminum. 
Each is designed for flexibility and for low-cost installation. 

Ask your Crouse-Hinds Distributor for details. You can’t 
go wrong. The dust-ignition-proof DMC conforms to Na- 
tional Electric Code Class II, Groups E, F, G and NEMA 
Type 9 EFG. While the watertight WMC conforms to 
NEMA Types 3, 3R, 4 and 5. 


CROUSE HINDS 


SYRACUSE 


OFFICES: Atlanta Baton Rouge Birminghom Boston Buffalo Charlotte Chicago Cinennoti Cleveland Corpos Christi Dalles Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwavkee New Orleans New York Omoha Philadelphic Pittsburgh Portlond, Ore. St.Lovis St. Paul Salt Loke City Son Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany Baltimore Reading, Pa. Richmond, Va. 


Crovse-Hinds of Canada, Lid., Terento, Ont. 
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Crovse-Hinds-Domex, $. A. de C. V. Mexico City, D. F 


Peterco, See Pevie, Brexil 





1. SELECTIVE DISTRIBUTION 2. TECHNICAL ASSISTANCE 
Selected, authorized distributors On-the-spot"’ technical assist 
will be protected in their specific ance by Rockbestos field engineers 
marketing areas for specialized cable applications 


and recommendations 


How Rockbestos’ new sales 
is helping distributors 





One of the six important contributions Rockbestos makes to 
the distributor’s operation is technical assistance. Shown here, 
a Rockbestos field engineer in company with the distributor, 
provides on-the-spot assistance in solving a customer's cable 
problem. Backing him up at the Rockbestos plant there is a 
staff of research and development engineers as well as a cable 
design department whose function it is to develop cable con- 
structions involving unusual service requirements. 
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3. AGGRESSIVE SALES PROMOTION 4. PROTECTED DISCOUNTS 5. DISTRIBUTOR SALES TRAINING 6. TOP QUALITY PRODUCTS 


Rockbestos customer-aimed ad- Rockbestos guarantees its author We welcome the opportunity to Rockbestos’ most important asset 
vertising—backed by direct mail ized distributors full protection on train your men on applications and is the universal recognition of the 
catalogs, brochures, etc.—directs all business they develop sales techniques for profitable sell quality of its products...a reputa 
customers and prospects to you ing of Rockbestos products tion we w maintain and improve 


policy... 
sell wire and cable 


A few short months ago Rockbestos published a distributor sales 
policy, to our knowledge, the first of its kind in its field. Its objective: 
to expand the Rockbestos distributor organization. 


Trade reaction has been gratifying—supporting our conviction that 
today there is an ever-growing number of distributors who recognize 
that a truly profitable relationship rests on mutual cooperation. 


Published here are the six points upon which Rockbestos’ distributor 
sales policy rests. If you’re the kind of distributor who looks for this 
kind of assistance from the manufacturers you handle, there’l] most 
likely be a Rockbestos man around to see you soon. 


Or, if you’d like to talk about it sooner, get in touch with us. 
Contact the Rockbestos man nearest you or write directly 
to our executive offices. Rockbestos Wire & Cable Co., 
Nicoll and Canner Streets, New Haven, Connecticut. 





ROCKBESTOS - a \ 


WIRE AND CABLE CO. 





a division of CaRRO Of Pasco CORPORATION 


Asbestos-Varnished Cambric, All-Asbestos, Varnished-Cambric, Thermoplastic and Silicone Rubber Insulated Wires and Cab/es 


November, 1960—ELECTRICAL WHOLESALING 31 








ear 
Sa = 

4 

+ Es 


y ? 
HAM PION 








BUGS ARE 
COLOR-BLIND FOR OUTDOOR LAMPS 


¥- Incandescent lamps made 
for outdoor use are pro- 
The eyes of insects are less tected from rain, snow, heat, 
attracted to yellow light than and cold by glass which can 
white light — a fact which withstand abrupt tempera- 
makes yellow ‘‘bug’’ lamps ture changes — similar to 
desirable illumination for the glass used in household 
outdoor living. baking dishes. 
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LIGHT THAT’S NOT MEANT 


TO BE SEEN / A 


Infrared heat and drying lamps ~ 
are used for heat not light; tofsza? 
thaw frozen pipes, dry clothes, #% 
warm cold motors, quick dry film, 

dry paint, etc. 











acptes 
x 


v THERE ARE OVER 2s 


D, 
© F,000 thes 


OF CHAMPION LAMPS FOR 
INDUSTRIAL AND COMMERCIAL USE 


CHAMPION LAMP WORKS, Lynn, Massachusetts 
CHAMPION INCANDESCENT-FLUORESCENT » YOUR BEST BUY IN LAMPS 
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BM-51 : BM Offset 
Ya" Connector ; Y2" Coupling . Y2" Offset Connector : Connectors 
BM-228 BM-42 : BM-52 ° showing how 
%" Connector ; %” Coupling . %" Offset Connector : wires are ave 


BM-238 : BM-43 : - guided over o\\ ; 
1” Connector . 1” Coupling . ~ box edge. A 


AVE IN SI 


\ wn Save time and money with a) 


ORIGINAL 
INDENTER 
FITTINGS 


Here is the combination that is unbeatable when it 

comes to easier E.M.T. installation at less cost. New 

lightweight plier size indenters make setting up 

thin wall conduit a breeze. B-M fittings are neater 
too! No unsightly nuts or projecting set screws. 
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A few more of the plus features of B-M fittings are 
Concrete tight—Vibration resistant—Extra heavy 
bright zinc plate, salt spray and acid drip tested 
for corrosion resistance—Extra heavy 
positive bonding locknuts—smooth 
rounded edges or bushed throat type 
connectors that prevent insulation 
damage—aAll steel construction with 
extra heavy gauge wall thickness, 








ALL BRIEGEL FITTINGS ARE U.L. 
APPROVED AS CONCRETE-TIGHT 





. All B-M indenter type 
fittings far exceed the 
requirements of U. L. 
file card E 10863 and 
Federal Specifications 
W-F-406. 


When setting E.M.T. in concrete you can 
make each job easier and more profit- 
able by using Briegel All Steel Indenter 
Fittings that have UL approval as 
Concrete-Tight. Contractors everywhere 
recognize their cost cutting qualities 
and the fact that they make each wiring 
job a better job. It is only natural that 
Briege! Fittings are the most widely 
used E.M.T, connectors and couplings. 
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USED THE MOST FROM COAST TO COAST 


November, 1960—ELECTRICAL WHOLESALING 33 











NO CHECK VALVE! Air cleans filter as it exhausts through the vent. No check valve to clog and cause troublk 
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TIME ADJUSTMENT SCREW 


SILICONE DIAPHRAGM 














New! A Cutler-Hammer one-minute 
pneumatic timer that eliminates 


the troublesome check valve! 


Unique diaphragm design makes timer more accurate and dependable than any other 


The new Cutler-Hammer one-minute Pneu- 
matic Timer, by eliminating the conven- 
tional check valve, does away with failures 
caused by dust. 

Using a silicone diaphragm, this timer 
pulls fresh air in through a filtered vent, 
and on the exhaust stroke blows away any 
dust that may collect on the surface of the 
filter. No chance for dust to affect accurate 
timing or make the timer inoperable. The 
silicone diaphragm works equally well 
150° F. above zero or 45° F. below zero. 

No other timer is more accurate. It ad- 
justs easily from .2 seconds to 60 seconds 
with a 7\%-turn screw that provides pre- 
cise adjustment to the desired time setting. 
All your customer needs is a screwdriver. 


WHAT’S NEW? ASK... 


CUTLER-HAMMER 


Cutler-Hammer inc., Milwaukee, Wisconsin « Division: Airborne Instruments Laboratory « Subsidiary: Cutier- 
Hammer International, C. A. Associates: Canadian Cutler-Hammer, Ltd.; Cutier-+Hammer Mexicana, S. A. 
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And, it can be changed from “‘on delay’”’ to 
“off delay”’ in seconds. Smallest electrical 
dimensions of any one-minute timer, too. 


What's new at Cutler-Hammer? 
A new, better pneumatic timer is just one 
of many new products we’ve developed to 
help you sell more. We’ve added new sales 
engineers to give you more sales and tech- 
nical help. A new warehouse-stocking pro- 
gram gives you better stock back-up serv- 
ice. And, we’ve streamlined our stock modi- 
fication program so it takes just a few days 
instead of weeks for special modifications. 
Isn’t it time you got reacquainted with the 
new Cutler-Hammer? Call the nearest 
Cutler-Hammer sales office. 
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better light at Macys 


SYLYANIA J 


GENERAL TELEPHONE & ELECTRONICS “a 
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We help brighten a beautiful profit picture at Avon — 


= SYLVANIA ® 


GENERAL TELEPHONE & ELECTRONICS %® 


Pe + 


He 









uniformity of appearance, maintained brightness, and life 
it may be returned to the supplier for full refund of 


purchase price.” 


Your best customers are pre-sold on Sylvania fluorescents 
thanks to the approval ot the biggest names in their busi- 
nesses—Macy’s, Avon, Sikorsky, and Mutual of Omaha 
(These ads appear in Time and Business Week.) You benefit from this double impact promotion with extra 


Your salesmen have an exclusive selling edge—the Sylvania sales, extra profits. 


_~ ] . "4 > ies « ‘ 
Light Insurance Policy. It just asks to be read: “If at any Want full details? Write Sylvania Lighting Products, a Division 
of Sylvania Electric Products Inc., Dept. 62, 60 Boston Street, 
In Canada: Sylvania Electric (Canada) Ltd., 


P. O. Box 2190, Station “O,” Montreal 9 


time a Sylvania Fluorescent Lamp fails in your opinion to 
provide better performance than any other brand fluores- Salem. Mass 
cent lamps, on the basis of uniformity of performance, 
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We help sate ideas see the light of day at Sikorsky — 


world + argent manubenturer of helnaprors 


222 SYINANIAG 


GENERAL TELEPHONE * ELECTRONICS 


f -- ~RODU CTs 


New switch: Sylvania insures Mutual of Omaha.. t— 1 


with a free lighting policy 


ee SS SVIVANIA 


GENERAL TELEPHONE ¢ ELECTRONICS 


SYLVANIA | 


subsidiory of GENERAL TELEPHONE & ELECTRONICS Se) 
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not just any light but... 
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the right lights for any 
localized lighting job 





... the profitable line for you! 


TASK-ENGINEERED: Localites are engineered for specific 
industrial and commercial applications . . . in styles 
and sizes best suited to particular jobs. 


ONE LINE FOR ALL JOBS: Localite is a single, 
reliable source for all specialized lighting needs. . . 
for machine shops, assembly operations, offices, 
laboratories, schools, hospitals, hobby and home use. 


HIGHEST QUALITY: Localites are extremely rugged, 
yet flexible . . . can be instantly adjusted to desired 
position . . . stay put under severe vibration. Easy-to- 
mount, cool to touch . . . most models U/L approved. 


PEOPLE KNOW LOCALITES: The first choice of 
industry for over 25 years for use on machine 
tools, inspection benches, assembly lines, Localites 
are America’s biggest and fastest growing 
industrial lighting line. 


COMPETITIVE PRICING: Best of all, you never pay 
a premium for Localite quality and reputation. 
Localites are priced to sell to every market. 


Write for Catalog L-9, Fostoria Corporation, 
Fostoria, Ohio. 


{rr FOSTORIA 
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PROFIT 
KNOCKOUT 


with the 


mage} (rei -Teld edged iit; 
Tab d4-1al lo] eam Ocelalige) Mad l-1a) 


When business is good—but your profits 
are taking it on the chin—just look at your 
inventory! Dead stock on your shelves— 
items that are obsolete or too slow-moving 
—knocks out profits every time. 


Profits start with buying—the right mer- 
chandise ... at the right price...in the 
right quantity ...and with the right ser- 
vice and cooperation to insure rapid 
turnover. 


When you call for cable—call for Carol! 


cas 
NEOPRENE 600V 


Portable Cords » Power Supply Cable, Types W & G « Arc 
Welding Cables « Cord Sets « Asbestos Types « Plastic 
Jacketed Cords « Thermostat Wires » And Many Others 
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That’s why it’ll pay you to know about the 
Carol Protected-Profits Inventory Control Plan 
...a newly developed service designed to: 
e Insure maximum turnover 
e Eliminate obsolescence 
e Insure adequate inventory fo fill all orders 
promptly 
Insure balanced inventories 
Protect your profits 





STOP TAKING IT ON THE CHIN... Ask your 
Carol salesman for full details on the “Carol 
Protected-Profits Inventory Control Plan’’— 
or write, wire or phone Carol Cable Company, 
Pawtucket, Rhode Island. 


CAROL CABLE COMPANY 


Division of the Crescent Company, Inc., Pawtucket, R.1. 








OPE 


WIREWAY 
FOR POWER CABLE DISTRIBUTION 


CUTS 

MATERIAL 
INSTALLATION 

AND SYSTEM 
MAINTENANCE COSTS 


A single run of Cope Wireway supports as many cables as 
several runs of conduit. Exclusive pin-type coupler as- 
sures quick, easy installation of lightweight aluminum or 
galvanized system components—even in cramped quarters. 
Cables are easy to get at for inspection, re-routing or 
system expansion needs. 


ORIGINATORS OF THE FIRST INTEGRATED 
LINE OF CABLE SUPPORTING SYSTEMS 


SOLD 
EXCLUSIVELY 
THROUGH 





AUTHORIZED 
ELECTRICAL 
WHOLESALERS 








Backed by a policy that “pro- 
tects and promotes” distributor 
efforts in every market. 


e Protection on all sales—in- 
cluding those to utilities and 
government. 


Training in sales and applica- 
tion of Cope’s complete line of 
cable supporting equipment. 


Factory-field service and en- 
gineering help on specific in- 
stallations. 


Consistent advertising and 


promotional support directed 
at all major buying influences. 








COPE DISTRIBUTORS 
ARE SOLD ON COPE— 
AND THEY’RE 
SELLING COPE 


1orse 


Makers of . . . Cope Cable Ladder, Cable Channel and 
Controlway . . . the Lowest Cost Support for Low Voltage 
Control and Signal Circuits. Also a Complete Line of 
System Supports and Accessories. 


Division of ROME CABLE CORPORATION 


COLLEGEVILLE, PENNSYLVANIA 
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Boxes 
for every job 


from one reliable source 





Like most distributors, your inventory is continuously 
expanding. Your customers come in with requests for 
an increasing variety of materials and equipment 


That's why Raco has kept in step—to help you 


When you handle Raco, you have the box for every job— 
the box that saves your contractors money on-the-job. 


Simplify your ordering, inventory and shipping prob- 
lems. Make your next order complete—order fast sell- 
ing Raco fittings and boxes. 





2212 


Most versatile and complete line of roughing-in materials 


RACO 4 ALL-STEEtL EQUIPMENT INC. 


Aurora, Illinois 
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Why buy “married couples” when 





you can have the better half? 


Twin...tandem...duplex—“togetherness” by any name cuts your 
operating flexibility by 6674 %. Only Federal Pacific gives you com- 
plete flexibility with one-third the cost in the first and still exclusive 
half-module, single pole 15 and 20 amp Stab-lok” circuit breakers. 
Mix them or match them in any combination—15-15, 15-20, 20-15, 
20-20. You'll find two “better halves” cut inventory and space costs 
of “married couple” breakers by two-thirds. Another demonstra- 
tion of the “leader look” from the Company that is celebrating ten 
consecutive years of continuing leadership in the industry. Ask for 
Bulletin FPB-1-1000. Federal Pacific Electric Co., Newark 1, N. J. 
FEDERAL PACIFIC ELECTRIC COMPANY 




















FRE 


growth through creative energy 








Wice the work in halt the time! 


PLASTIC 
ELECTRICAL 





wo 









Does the work of rubber tape and friction tape! Saves time with swift once-only splicing 

. . looks better, lasts longer because it sticks and stays, conforming to any shape. Low 
bulk makes it especially good for neat, close tolerance work. Won’t creep or thin in 
wide range of temperatures. Costs no more. Anyway you look at it, BULL DOG VINYL 
PLASTIC is economy all around! BULL DOG (.007” thickness) has minimum dialec- 


tric strength of 10,000 volts. 


There’s a BULL DOG TAPE for every purpose 
e Friction ¢ Rubber ¢ Plastic ' 


Soild only 
through verified 
wholesalers 


AMERICAN BILTRITE RUBBER COMPANY 
BOSTON WOVEN HOSE & RUBBER DIVISION =[eh-s ge). 
BOSTON 3. MASSACHUSETTS 


Also manufacturers of Garden Hose, Matting, Stair Treads, Automotive Hose 
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We don’t distribute “against you’ 


Allis-Chalmers motor control distributors have a “wide-open” field 


When you distribute Allis-Chalmers motor control you 
aren’t asked to compete against a manufacturer’s own 
distributor organization. Allis-Chalmers sales policies, 
products and services are designed for you. 


Promotional programs are fresh, direct, and care- 
fully “aimed” to cover your selling situation. Training 
programs for your salesmen, profitable pricing and dis- 
count arrangements, engineering help, field warehouse 
stocks, as well as many other important services keep 
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your salesmen, your sales, your income “on the grow.” 

Allis-Chalmers full line of control is a result of new 
thinking . . . the kind of thinking that starts with cus- 
tomer need. That’s why they’re in demand. That’s 
why they’re easier to sell. 

Talk to your nearby Allis-Chalmers representative 
about an A-C franchise today. Or call, write or wire 
Allis-Chalmers, Industrial Equipment Division, Mil- 
waukee 1, Wisconsin. A.1915 


45 








““A check for a sale 
| didn’t make?”’ 


“Thanks for the check covering the direct 
sale nade to Tishman Realty Company. It's 
wonderful to know that there are some mau- 
ufacturers who still believe strongly in a 
wholesalers policy and back the distributo: 


completely.” 


JOSEPH KURZON, INC. 
NEW YORK, WN. ¥ 


Any Amprobe sold anywhere makes a profit 
for a jobber somewhere. This is just one of 
the ways Amprobe puts more money in your 
pocket. Only Amprobe backs you up with a five 
point JOBBER PROFIT PROGRAM: 1) 100% Jobber 
Protection 2) Sales Training 3) Saturation Ad- 
vertising 4) Sales Incentives 5) Brand Demand 


You Can Count On 


AMPROBE 


For 100% Jobber Protection 


AMPROBE is a division of Pyramid Instrument 
Corporation, 6380 Merrick Road, Lynbrook, 
New York, manufacturer of REMCON low- 
voltage wiring devices. 
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Why not give yourself a real surprise! We refer to the 
ease with which you can convert the contacts of these 
Allen-Bradley Bulletin 700 Type BR control relays. 
Using only a screwdriver, contacts can be changed 
from normally open to normally closed (or vice versa) in 
seconds— without removing the relay from its mount- 
ing—or its wiring. This “‘on-the-spot” convertibility 
certainly suggests an appreciable moneysaving reduc- 
tion in your relay inventories. 


60 Second 
Contact 
Convertibility 


Extensive tests have proven conclusively that the Bul- 
letin 700 Type BR relays are good for many—and we 
mean many—millions of trouble free operations. A 
“built-in” permanent air gap completely eliminates all 
possibility of magnetic sticking. Naturally, the double 
break, silver contacts never need attention. Also, the 
molded coil is your assurance that even the most 
severe atmospheric conditions cannot cause trouble. 
Please write for full details on these relays today! 


BUT HEAR THIS! 


In the event that when “‘on-the- 

job" it is discovered that some- 

thing was either overlooked or : , 

added, the standard Bulletin . : FIVE RELAYS 
700 Type BR—either 2, 3, 4, or FBS, ig IN ONE 

6 pole relay—can easily have ey St MMcH This shows how o 
added to its base, out in the os ; Type BR relay 


field, either one or two switch- 


ing poles. It is done as easily hy; os : do the job of five 


can be arranged 
—in seconds—to 


as “falling off a log.” core rl different relays. 


General-Purpose Explosion-proof 
NEMA 1 NEMA 7 


3 N.C.—1 NO. 


2 N.O.—2 N.C. 


Waterproof 
NEMA 4 


ALLEN -BRADLEY| 3422" 


of NEMA 
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Corona effect— beautiful to look at 


The Aurora Borealis is a spectacular sight to see but it knocks out communication systems all 
over the world. In high voltage power cables, corona effect or ionization creates ozone which 
causes rapid deterioration of ordinary rubber insulation. 

Years ago, engineers at American Steel & Wire took steps to correct this situation. They 
developed PS shielding with semi-conducting rubber tape wrapped around the conductor and 
over the insulation. This eliminated air gaps which might cause spark discharge and provided 
the best possible contact between conductor and insulation Semi-conducting rubber shielding 
has since been adopted by the industry. 

Another development, butyl rubber insulation, combines outstanding resistance to the effects 
of ozone, with heat stability and high moisture resistance. 

In USS Tiger Brand Cables, this insulation is known as Amerzone B. It will withstand current 
loadings resulting in copper temperatures of 90°C. 

The combination of PS shielding and Amerzone B insulation in Tiger Brand Cables (5 to 15 
KV), plus an Amerprene 90 cover, provides a power cable with outstanding reliability and 
performance. 

Such cables can be used for installation in ducts or for direct burial in earth, for aerial use, 
and many other high voltage applications. For more information, write for our booklet, ““Tiger 
Brand Power Cables,” which covers Amersheath Type RR Cable and Metallic Parkway Cables. 
Address American Steel & Wire, Dept.9451, 614 Superior Avenue, N. W., Cleveland 13, Ohio. 


USS, Tiger Brand, Amerzone and Amersheath are registered trademarks 


(ss) Tiger Brand Electrical Wire & Cable—A standard cable for every special job 


Asbestos Wire and Cable + Varnished Cambric Cable + Mold-Cured Portable Cord + Interlocked Armor Cable + Shovel & 


Dredge Cable + Special Purpose Wire & Cable + Paper & Lead Cable + Aerial, Underground and Submarine Cable 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 








. 


... but dangerous in cables 
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Coronaeliminated 
Test showing two conduc- 
tors both insulated with 
“ozone - proof” rubber, but 
the one on the left is not 
shielded and shows corona. 
On the second conductor, 
Type PS shielding prevents 
corona formation. 





YOU ASKED FOR I 


the May 1960 feature section of Electrical 
™=" Construction and Maintenance now in a 
handsome hard-cover book. 


CONSTRUCTING ELECTRICAL SYSTEMS 


by J. F. McPartland and the Editors of Electrical Construction and Maintenance 


Here’s a modern, comprehensive reference 
and ihstruction manual on the methods and 
techniques used in constructing systems for 
power, light, signals and communications. 
Covering the best practice on selecting, 
mounting, connecting and housing all types 
of electrical equipment, this manual pre- 
sents 1959 National Electrical Code data 
relating to installation. And a wealth of 
special illustrations are used throughout 
to clarify fine code points. 


Chapters are broken down on the basis of 
types of equipment to facilitate ready refer- 
ence: lighting equipment — motors and con- 
trollers — conductors — raceways — switches 
— overcurrent protective devices — switch- 


boards and panelboards — transformers — 
capacitors and regulators — power sources — 
high voltage — signals and communications. 


SALESMEN — Make yourself more valu- 
able to your customers by learning these 
modern techniques of equipment application 
and the many code rules associated with 


CONTENTS 


General Considerations 
Luminaires and 
Lighting Equipment 
Motors and Controllers 
Conductors 
Raceways 
Switches 
Overcurrent 
Protective Devices 


‘Ship to: 


“CONSTRUCTING ELECTRICAL SYSTEMS” 
Electrical Construction and Maintenance 
330 West 42nd Street, New York 36, N.Y. 


Please send me _____ copy (copies) of the book, ‘‘Construc- 
ting Electrical Systems,’’ at $4.50 each. 


[] Payment enclosed. [] Please bill me. 


Name____— 





WIRING A. GROUP OF SWITCHES 


Problem: A number of branch circuits or subfeeder circuits are 
to be tapped from a feeder at one location, using fused 
switches for disconnects and short circuit protection. 

Solution: Bring feeder conduit into a suitable auxiliary gutter 
and tap from feeder conductors in gutter through the 
individual enclosed safety switches. 


Busbors or feeder 
conductors 


ee eee 
+ L Get ter 


Tap conductors 
n nipples 














Enclosures 

used os 

t h 

er NEC RULE SECTION 
373-8 


Switch enclosures shall 
not be used as junction 
boxes, troughs or race- 
ways for conductors feed- 
ing through or tapping 
off to other switches, un- 
less designs svitable for 
eros | | the purpose are em- 

| ployed to provide ade- 

quote space 








Enclosures “ 
used os 

a 
junction boxes — 


installation work. And how about presenting 
a gift copy of this valuable and unique book 
to some of your key customers? They’ll thank 
you when they get it and every time they use 
it. Here’s a chance to add a solid extra to the 
routine selling job. 


} Bill Company. 


PLEASE PRINT 


Switchboards 

and Panelboards 
Transformers 
Capacitors and Regulators 
Power Sources 
High Voltage 
Signals & Communications 


Company Name_—________ 





Home Oj 
Address — Company | } 


a 


Please indicate 
nature of Co. business___ 


USE THIS COUPON TO ORDER YOUR BOOK 
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The widest nange of quality 


FLOOR BOXES, ACCESSORIES and EXTENSION FITTINGS 


For every type of building project eeeeoeeeeeeeeeee@ 
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This group photo depicts all the different kinds of 
R&S floor boxes you'll need to meet every possi- 
ble building construction application. Each floor 
box illustrated, is the typifying representative of 
its other styles or sizes... which all combined, 
comprise the complete R&S Floor Box Line. 

You will find this picture and legend very 
handy to use as a floor box selector, reference 
guide and index. 

Architects, consulting engineers, contractors 
and builders know that floor boxes, despite look- 


NEED IS IN THIS PICTURE... 


alike cover plates when installed in floors, differ 
greatly in component constructions, specifications 
and quality. Moreover, these important differ- 
ences in materials and design features affect per- 
formance and permanence. 

That's why they favor and specify R& S floor 
boxes in the floors of the finest buildings here and 
abroad — to make certain of obtaining R&S 
built-in quality and to avoid any chance of costly 
failure and replacements after floor installations 
are completed. 
















R&S Floor Box Bulletin No. 4-B 


All R&S Floor Boxes and Accessories, such as 
receptacles, plugs, extension sets, cone nozzles, 
elbows, tops and tees are described and illustrated 


in this 28-page bulletin. Write for your copy today! 





























ONLY RUSSELL & STOLL FLOOR BOXES 
HAVE ALL OF THESE 9 FEATURES... 





oO 
Heavy Forged Brass Covers 


— Special finishes to match 
adjacent hardware and trim 
available. Prices on application. 


NOT: stamPep Bre 


4 


Watertight Construction 


—seals of durable rubber gaskets 


and wide, gasket-seating flanges | 


, 


NOT: FRacile, UNSUPI 





e 


Rugged, Corrosion-Resistant 


Cast Iron Boxes 
— with tapped outlets or 
WITH SLIP HOLES 


NOT: 


15 
Positive Grounding 


—continuous through leveling screws 


NOT: 


@ | 
Angular & Vertical Leveling | 


— adjusts easily from top to align 
cover flange flush with floor 


Accommodates Any 
Standard Receptacle 


— having switch box mountings 








One-Piece Box Construction 


NOT: 





6) 
Ample, Unobstructed 
Wiring Space 


NOT: 


Furnished with Slip Holes in 
Boxes at same price 








Bulletin No. 7-A 


Bulletin No. 2-A — R & S LIGHTING FIXTURES BULLETIN 
Explosion-Proof — Dust-Tight — Vaportight 


e Explosion-Proof Lighting Fixtures— with Clear and Prismatic Globes, for hazardous 
locations, Class I, Groups C and D. Major applications: petroleum and chemical industries, 
rubber, paint and paint spray rooms — wherever explosive or flammable vapors or gases 
are present. 


e Dust-Tight Lighting Fixtures — for Class I] Groups E, F and G hazardous locations, such 
as grain elevators, flour processing, sugar refineries and areas where metal dusts and 
powders are processed — wherever combustible dusts may be present in the air in quanti- 
ties sufficient to produce explosive or ignitible mixtures. All types of fixtures are shown, 
including the new bracket wall types. 


e Vaportight Lighting Fixtures — pendent junction box and ceiling units, enclosed and 
gasketed, with and without reflectors; for outdoor lighting use including: airports and 
terminals, public buildings, docks, ships, platforms — indoors: breweries, dairies, boiler 
rooms, tunnels, cold storage, and many others in many fields. 


Bulletin No. 3-A— R & S ELECTRICAL EQUIPMENT FOR RECREATIONAL AREAS 

Features a wide variety of wet and dry niche types of swimming pool fixtures in both front 
and back relamp constructions, including new units first shown here. Fountain lights, 
decorative, step and curb lights are included — also, special types of vaportight lighting 
fixtures and receptacles used throughout recreational fields such as hotels, motels, parks 
and playgrounds. 


Bulletin No. 4-B — WATERTIGHT FLOOR BOX BULLETIN 

Preceding pages of this Insert illustrate the R & S complete floor box line. However, the 
28 page Bulletin also contains many pages of technical data on individual floor boxes and 
accessories required by those who specify for specific installations. 


Bulletin No. 7-A — R & S CIRCUIT BREAKERS AND SWITCHES BULLETIN 


Includes many varieties of R & S Control Units used in the petroleum, chemical and petro- 
chemical fields and by industry in many fields for the following hazardous locations: 


Explosion-Proof — Class I, Groups C and D 
Dust-Tight — Class II, Groups E, F and G, and Waterproof 


Featured product lines include: Circuit Breakers, EFS and EGS Switches, FS and FD Switches, 
Tumbler Switches, Circuit Breaker and Receptacle Combinations, Disconnect Switches, etc. 


Bulletin No. 11-B — R & S MARINE ELECTRICAL EQUIPMENT 

Within the 44 pages of this book, you'll find the world’s largest line of electrical equipment 
for shipyards and ships of all types, marinas, etc. 

Explosion-Proof Marine Lighting Fixtures and Fittings, Vapor-tight and Waterproof Recep- 
tacles, Plugs, Connectors and Switches are featured. Also, a varied line of Water-Proof 
Lights: Cargo, Bulkhead, Pilot, Fresnel, Gage, Deck Mounting and Berth types. 


Bulletin No. U-59 — R & S UNITIZED ALARM SYSTEMS 

Fully described are Explosion-Proof, Vaportight and General Purpose Unilarm, Minilarm and 
Monolarm — panel and surface mounting alarm units for industrial process control and for 
Graphic and Flow Line Panels. 

Ground Detector Unilarm Units are also featured for Hospital Operating Rooms — and the 
new Industrial Type Ground Detector Unilarm. 


Bulletin No. 3157A-—R & S SAF-T-ARC CIRCUIT BREAKING RECEPTACLES. PLUGS. CONNEL S 
Weathertight and Waterproof Type J Units in 4 complete lines — 30, 60, 100 and en 
Amperes, 600 Volts A. C., 250 Volts AC or DC. 


R&SLITERATURE INCLUDES: 
Hundreds of different types of Receptacles, Plugs, Connectors (Ever-Lok, Delayed Action, 
FS, FD and EFS). Explosion-Proof Pilot Lights, Push Buttons, Switches, Panels and other 
related items for hazardous locations. Motor Starters and Combinations and other Industrial 
Controls. Electical Specialties. 


FOR ANY OF THE ABOVE BULLETINS, PLEASE REQUEST 
ON YOUR COMPANY LETTERHEAD. ADDRESS DEPT. 4: 


RUSSELL & STOLL COMPANY, INC. 


125 Barclay Street New York 7, N.Y. 
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Should They Be Realistic? 


EW put this question to 51 distributors in 14 cities in the wake of recent price 
changes. In the words of one, it raised a point "at the root of our evils." The 
verbatim comments of all those contacted—pinpointing an increasingly crit- 
ical marketing problem—appear on the next four pages of this exclusive report. 


a growing controversy concerning pricing philosophy 

and practice. There are two schools of thought today 
in the electrical wholesaling industry. One thinks that 
manufacturers’ suggested resale price schedules should be 
sufficiently realistic so that distributors can make a reason- 
able effort to get the published price. There is another 
group that believes that this is a discount era and, there- 
fore, price lists should be fictitiously high so that big 
discounts can be quoted. 

Using the above as a background for another nation- 
wide opinion poll, EW put its network of McGraw-Hill 
news bureaus to work and asked electrical distributors 
across the nation the following questions: 

“Should manufacturers’ resale price schedules be suf- 
ficiently realistic so that you, the electrical distributor, 
can make a reasonable effort to get the published price, 
or should they be fictitiously high so that big discounts 
can be quoted? Why?” 

Of the 51 distributors interviewed, 37 said they were 
in favor of realistic pricing. Eight came out for the 
fictitiously high price schedules, and two electrical whole- 


Qe recent price changes have brought to the fore 





What's Your Opinion on Pricing? 


As in previous opinion polls (EW—Aug. "60, p. 43; 
Oct. ’60, p. 70), only a small number of distributors 
were contacted. Nonetheless, the sampling turned up 
several shades of opinion, which reflect—hopefully 
in the right proportions—the state of mind of the 
industry on “published” prices. But the subject isn’t 
closed; if uncontacted distributors wish to add their 
opinions, we'd be pleased to publish them. For an 
editorial on pricing, see page 8. 
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salers said that it depended on the commodity involved. 
Two other distributors said that either way was fine, 
just “so long as the industry would be uniform about 
it.” One distributor claims that “in the interest of good 
business practice, realistic price schedules are fine— 
in theory. But for selfish reasons, I would prefer the 
fictitiously high price schedules.” Another wholesaler 
says that he is not sure what he wants right now because 
of the confusion generated by the situation. “I only 
know I don’t like things the way they are.” 

Those distributors who are on the side of realistic 
published prices give these reasons for their stand: 

e Realistic prices reflect actual prices; make things 
much simpler for the wholesaler; give the market sta- 
bility, respect and prestige; create reasonable profit mar- 
gins and discourage price-cutting. 

e Fictitious prices create confusion, disruption and 
more work for the already time-pressed distributor. 

A more stinging criticism was leveled at fictitious 
prices by one New England distributor when he said: 
“They are an onus, an evil in the business and a license 
to steal. Any distributor who can’t work on 20% should 
get out.” 

Those distributors who took the stand for fictitiously 
high resale schedules pinpointed the following reasons 
for their choice: 

e Fictitious prices give the wholesaler a better oppor- 
tunity to be more flexible in his pricing and to make a 
better profit in an era where the discount is the dictator 
of selling. Fictitious prices also give greater negotiating 
leeway and a larger gross profit, so the distributor can 
work his discounts as he sees fit. They also provide 
greater retained margins. 

e Realistic prices, on the other hand, “kill off the 
hidden discounts which are the bread and butter of the 
distributor.” 


Turn page for distributor comments 





Realistic Prices (cont.) 








Discount Craze Is the Reason behind 


NEW YORK: An Historic Problem 


It’s here, so what can you do about it? This is the 
general attitude of the New York City distributor toward 
fictitiously high resale price schedules. You can favor 
the high price schedules but it won't do you any good 
because discounting is ingrained and “the market is like 
hash,” as one distributor puts it. 

Why are things the way they are in New York City? 
Distributors give the following causes: manufacturers, 
distributors and contractors who are forever looking for 
the discount. Also: specialty houses, discount houses, 
and houses that “slaughter price and murder trade like 
discount houses never did.” 

In New York, it’s even-Steven on both sides of the 
opinion fence. Half the distributors interviewed were 
for fictitiously high resale prices, the other half voted 
definitely for realistic prices. Here’s what they had to 
say: 

e “We are dependent on the manufacturers. They 
are the ones who introduced the extras and they are the 
ones who can withdraw them. The whole thing is a 
history of the industry. I'm in favor of realistic prices 
and wish the manufacturer would start cleaning things 
up around here—he’s the only one who can do it.” 

e “Fictitious prices give me the opportunity to be 
more flexible in my pricing and it gives me a better 
chance to make a profit. There’s a box war going on 
right now—prices were lowered 10 to 15%. Know what? 
That’s 10 to 15% profit right out of my pocket. Even if 
we were to reorient the entire industry—start all over 
again—I would still prefer unrealistic prices.” 

e “Fictitious prices? The manufacturer gets much 
further with them than he does with realistic because 
the customers are always looking for discounts and 
not what the stuff really costs. The responsibility lies 
with the existence of the discount houses. They cover a 
wide area and have been forcing prices down. Distribu- 
tors then take the line of least resistance. The govern- 
ment, I understand, is going after the discount pirates.” 

e “Distributors and manufacturers are making a hash 
out of this market. Fictitious prices are one of the 
biggest market evils there is today—and it’s the evil of 
practically every distributor. But the thing is, what can 
you do about it—it’s here and you can’t get it out. An- 
swers? Whose got answers? The manufacturers have the 
leading role and can keep our profits on puppet strings. 
And it’s too much of a job to try and re-educate the cus- 
tomer, shopping around for discounts, on the virtues of 
the realistic price schedule.” 

e “Contractors, manufacturers and distributors are 
the ones who are responsible for the fictitious price 
schedules that are in the market today. Manufacturers, 
such as those who go to the contractor, offer a special 
resale price, then come to us and have the nerve to say 
‘what’s the matter—isn’t 5% good enough for you?’ On 
top of that contractors shop around for discounts and 
Gistributors just stand and watch, doing nothing about 
it. But what can you do about it? It’s too deep to wiggle 
out.” 

e “Too high is no good and too low is no good. But 
fictitious prices are better because people are used to 
discounts. Tell ‘em the manufacturers have lowered 
their lists? Are you kidding? They don’t understand 
something like that. It’s too hard to re-educate them. 
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It’s too bad fictional pricing had to start at all, but it 
did and we're stuck with it.” 


NEW JERSEY: “Colossal Pain’ 


Distributors interviewed in New Jersey seemed to be 
indifferent to fictitiously high price schedules on electri- 
cal equipment, but they show some concern about the 
fixture market. One distributor in New Jersey says that 
he would rather see “fictitiously higher” prices so he can 
make a bigger profit. Here are some detailed quotes: 

e “Fixture prices are all over the lot and they are one 
colossal pain. We've tried selling off tags, but people are 
used to the historic discount. We've gone off the tag 
method and maybe we'll try it again sometime. As far 
as electrical equipment goes—no, we haven't experienced 
any fictitiously high prices on those items—just on fix- 
tures, and the cause here is the discount and specialty 
house.” 

e “As far as I’m concerned, prices are not fictitious 
enough. At the present time, electrical equipment is 
based on a realisti¢ schedule with a 20% profit to the 
distributor. The distributor then works with what he has. 
Commercial fixtures are set up the same way—this sys- 
tem is not satisfactory to us.” 

e “Fictitious prices are only on fixtures, not on elec- 
trical equipment. Us like fictitious prices? No!” 


BOSTON: A Phony Market? 


In Boston, Mass., distributors questioned took four 
different views—one distributor taking two of them for 
himself. One wholesaler favors and doesn’t favor fictitious 
prices; another thinks things should be changed to a 
certain extent and a third wants everything to remain 
the same. Here are some typical quotes: 

e “There should be a legitimate price sheet. Theoreti- 
cally that would be good business, and if we could 
turn back the clock, I’d want it to all start out that way 
in this industry. 

“But from a selfish point of view, I think that fictitiously 
high prices are the best thing right now. Where else is 
there such a phony market that you can hold two con- 
tradictory opinions like that? The manufacturers started 
it all. Know what I do? We carry two or three different 
lines of boxes—I tell my price man to price ’em all 
the same.” 

e “Honest list prices should be maintained at all 
times; discounts played when the prices are changed. If 
this were the case we could make up inventory sheets 
that would last for five years.” 

e “Things should stay just the way they are right 
now—no higher, no lower.” 


CONNECTICUT: License to Steal? 


A distributor in Connecticut has this to say about the 
pricing dilemma: 

e “If the electrical distributor can’t work on a 20% 
basis he ought to get out of the business. If you are over 
20% you are operating uneconomically and unintel- 
ligently. I think fictitious prices are an onus, an evil and 
a license to steal. They were started by the second-rate 
manufacturers and the top dogs jumped in. It’s a ridicu- 
lous situation that wouldn’t exist if the customer wasn’t 


ELECTRICAL WHOLESALING—November, 1960 





‘Phony Pricing’ 


so used to looking for a discount and the manufacturer 
was so lenient on credit.” 


ATLANTA: Who’s to Blame? 


Electrical distributors interviewed in Atlanta, Ga., 
were unanimous in their opinion that manufacturers’ 
resale price schedules should be sufficiently realistic so 
that distributors can make a reasonable effort to get the 
published price. One distributor however, says that he 
prefers realistic pricing on most items, but is in favor of 
an extra margin on others—such as lighting fixtures. 
Another distributor says that he got into the bad habit 
of starting with fictitious prices that include an extra 2 
to 5% in order to meet the competition. “If we could 
start all over again,” he says, “I'd prefer realistic prices.” 
A third distributor says it isn’t the manufacturers who 
are muddying up the waters, “it’s the distributors who 
don’t know what it costs to run a business in the long 
run.” Here’s what distributors in Atlanta are saying 
about the situation: 

e “As long as we have realistic pricing, there will be 
less price-cutting. If the manufacturer throws in an 
extra 10%, a lot of distributors will give 15%. I say start 
off realistically and keep it that way.” 

e “We've made the problem for ourselves and I guess 
we are stuck with it. If we had to do it all over again, 
we wouldn't get into the vicious habit we are in now— 
starting with fictitious prices that have an extra 2 or 
5% packed in. Anytime a distributor gets something 
extra in price, he usually gives it away anyway and the 
rest of them have to meet that price.” 

e “I'd prefer a realistic price schedule on most items, 
but an extra margin on others, such as lighting fixtures, 
because after we sell to the electrical contractor he, in 
effect, sells to the consumer. With supplies that the con- 
sumer never sees, I think it’s desirable to have absolutely 
realistic prices—it discourages price-cutting.” 

e “Fictitious prices throw the field wide open. Any 
thing can happen. We subscribe to a pricing service and 
we stick as closely as we can to those published resale 
prices.” 

e “I like prices to be realistic. In the final sale, the 
figure has to be realistic anyway if the wholesaler is to 
make money. You can’t make a fictitiously large profit 
these days anyway, nor can you fool the customer. 
Customers have pricing schedules too, so our quotes 
might as well be realistic. Also, if you start off with a 
price that has a 20% margin, plus another 20%, there 
would be more of a temptation to knock off the second 
20 plus another 5. If you start off realistically, it would 
be easier to stick to just the legitimate 20% and stay 
realistic.” 

e “Phony pricing is what’s wrong with the industry 
now. And it’s not as much the manufacturer’s fault as it 
is the distributor’s. 98% of the electrical manufac- 
turers use realistic prices. Think the distributor doesn’t 
abuse it? Well, we’ve got guys who are so price-conscious 
they’re operating at 5% and they don’t know what it 
costs to do business in the long run. They’re muddying 
the water for the whole industry and as this recession 
gets worse, everybody is thinking and worrying more 
about price and how they can cut it. If the manufactur- 
ers want to help us, they should price realistically and 
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get us some sales aids—this would help a lot more than 
phony price lists.” 


DALLAS: Four to One 


Riding up front with majority opinion, Dallas distribu- 
tors interviewed say that realistic pricing is better for 
the industry and, therefore, the individual distributor 
One distributor, however, feels that “either way is all 
right with me, but I wish they were uniform.” He and 
other distributors add: 

e “Either way is all right with me but I wish they'd 
be uniform. Let ‘em pick either one, just so they’re con- 
sistent. The way business has been for the past two 
years you have to give a discount anyway. Nearly all 
distributors resent a short discount. If you're put in a 
corner with a close-to-cost resale, you just have no room 
to wiggle or negotiate. I still say let ‘em go either way 
though. We could always retrain our customers in a 
couple of years.” 

e “List prices should be realistic. I feel the manu- 
facturer has been in business long enough to have a fair 
knowledge of distributors’ policies. His scope is wide 
enough. He knows the price the distributors can sell at 
and still make a profit.” 

e “We are very strong for concrete prices. We always 
adhere to them. All our sheets are based on manufac- 
turers’ resale prices. We sell net.” 

e “If you're talking about conduit and not toasters, 
we're for realistic pricing. The distributor should estab- 
lish a price and stick to it. Once discounting starts, 
there’s no stopping it. Customers start shopping on dis- 
counts, not quality. Of course, we do allow the discount 
because business is a competitive one and we have to 
stay alive.” 

e “We're price-conscious here. Too much emphasis 
is placed on the discount and we try to get around it by 
making the idea of distributor service play a big part in 
our operation. We know a discount is expected but our 
answer is usually set before the customer walks in. We 
take our business on quote if it appears we can make a 
reasonable profit on it. Fictitious prices?—they cause 
much confusion.” 


CLEVELAND: All in Favor 


All distributors in Cleveland are in favor of realistic 
resale price schedules because: (1) they would give the 
customer more confidence in the distributor; (2) the list 
and discount idea is getting out of hand; (3) too many 
discount houses are offering the same thing the distribu- 
tor can; (4) reasonable profit margins, more business 
and a stable market are the offspring of realistic prices; 
(5) they would gain the distributor more respect. One 
distributor claims that he is telling his customers, “this 
is the price; it includes your discount.” This distributor 
says that they have found it to work more often than 
not. The following are quotes from distributors in the 
Cleveland area: 

e “I’m for realistic pricing—always. In recent years 
this list and discount business has been badly abused. 
Buyers all want bigger and bigger discounts and demand 
them until there’s not a realistic profit left in the item. 
We're following a policy—we tell our customers this is 
the price—it includes your discount. You know, we've 
found it works more often than not? We'd like to see all 
business handled that way with the abolishing of fictitious 
prices completely.” 

e “Despite the fact that our trade is educated to the 
list and discount notion, it is getting out of hand. If the 
manufacturer would establish price lists and the indus- 
try would accept net prices and suggested prices, we'd 
be better off. Everyone in the industry would go along 
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Realistic Resale Prices Prevent Flexibility’ 


if the competition did the same thing.” 

e “Now you have to compete with discount centers and 
some items retailed at consumer outlets. You might 
just as well have realistic prices as to tag a big ticket on 
an item, quote a contractor a big discount and expect 
the contractor to pass that along to his customer who 
would walk into a discount house (especially in the 
lighting fixture area) and buy the thing at the same 
price anyway. It looks ridiculous. Too many discount 
houses are offering the same thing we are.” 

e “Fictitious pricing creates a chaotic situation in the 
industry and reasonable prices tend to create a more 
stable market with more business for everyone. If you 
don’t have realistic prices, it gets down to the matter 
of everyone trying to find out what the other guy is 
doing. Realistic prices give a reasonable guide with 
reasonable discounts established by the manufacturer, 
It all adds up to a reasonable profit margin.” 

e “Inflated price lists are a poor practice. If you have 
a reputable commodity at a sensible price, you'll do more 
business and gain more respect from your customers. 
Quite a few large manufacturers are now doing it; 
we've always abided by it, and feel the policy is success- 
ful.” 


DETROIT: “Public Can’‘t Be Fooled” 


The distributors interviewed in Detroit, Mich., are 
four to two in favor of realistic pricing with reasons 
ranging from “it permits simpler procedures” to “‘it 
prevents confusion.” One of the distributors who takes 
exception to realistic published prices says that pricing 
depends on the commodity. “Specialty items,” he ex- 
plains, “should be priced high because flexibility is nor- 
mally needed under the circumstances—especially where 
some engineering service is involved.” Here are some 
detailed quotes: 

e “Anyone in the industrial market knows price 
structures well enough to realize discount lists are mean- 
ingless. By issuing discount sheets, the whole system is 
burdened with unnecessary paper work and complica- 
tion. A realistic price list permits simpler procedures 
and is easier for both the seller and the buyer.” 

e “I want the published price list to be exact—right 
to the penny. It’s hard enough to get business now with- 
out pursuing prices up to a fictitious level. There is 
nothing to be gained from it. In fact, I would like to see 
all items sold at the price in the third column.” 

e “Customers seem to expect a discount, and we al- 
ways seem to make a much better profit when a big 
discount is offered. We have found this to be especially 
true in the wire market. Even if price lists were realistic, 
we would still be expected to offer a discount. This 
would cut into our profit margin. High prices with large 
discounts are much more beneficial from my point of 
view. 

e “I want to see realistic prices published. If price 
lists are high, then everyone chops them down to a dif- 
ferent level and no one knows what's going on. Every- 
one would know exactly what the market is all about 
if we knew that the published prices reflected actual 
prices.” 

e “It depends on the commodity. Specialty items 
should be priced high, especially where engineering 
service is required, because flexibility is normally needed 
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under the circumstances. 

“Packaged items however, should be priced realistical- 
ly. The distributor actually doesn’t perform much of a 
function in selling these items (with a catalog number) 
beyond keeping an inventory, tying up capital and doing 
some credit work.” 

e “You aren’t fooling the public anymore with un- 
realistic price lists—those days are gone forever. I sup- 
port the idea of realistic price lists emphatically!” 


CHICAGO: “Confusing, Unstable” 


An overwhelming majority of distributors contacted 
in Chicago came out in favor of realistic prices. One 
distributor even suggested boycotting manufacturers who 
quote high prices. Another distributor says that realistic 
prices are the only way to run a business legitimately. A 
third distributor says that manufacturers should en- 
courage a program to encourage honest trading—“or 
maybe they should encourage big discounts and unify 
themselves.” Swinging along with the rest of the nation, 
Chicago distributors say that fictitious published prices 
are confusing, unstable and unsound. Here are some 
typical quotes: 

e “What we want are realistic prices. Having a big 
list price and resale price and then giving, let’s say, 20% 
off as some manufacturers do, is illegal, I believe. We 
want to get a realistic price so we know what in turn 
we can quote. Right now we have no idea what the 
bottom price is and when we bargain, are never sure 
how close to the bottom we're getting. I see entirely too 
much playing favorites—giving one discount to one man 
and another to someone else. If the manufacturers would 
adhere to their price sheet and make it workable, there 
wouldn’t be such a bind on us. The prices quoted to 
jobbers today are not the same as the book price, so we 
never know what the right price is. We can be quoted a 
price today and be given a huge discount, much higher 
than 20%, but the final price may be higher than the 
actual cost. The only thing we can do is boycott those 
manufacturers we know for sure quote high prices.” 

e “Of course prices should be realistic. That is the 
only way to run a business legitimately. Contractors 
know pretty much what the manufacturer’s price is, and 
if we start jacking up the price and giving big discounts, 
they know and we'll lose our business and reputation. 
The same applies to the manufacturers. They can’t jack 
up their prices too high either, because I feel we know 
pretty much what the cost is. You just can’t stay in 
business if you start doubling prices and quoting high 
discounts. In our line we have to have realistic prices. 
Maybe in the furniture business they can jack the price 
up—but not us!” 

e “It’s one thing for the manufacturer to give a 
higher gross profit, but he must make a legal attempt 
to enable us to make a larger profit. The established 
gross profit given by the manufacturer has not changed 
in 40 years. If something sold for $10 40 years ago, we 
made 15-18% profit. If the same item sells for twice as 
much, the discount is the same. A suggested margin 
should be increased. All the wholesalers are in competi- 
tion with each other because of the various discounts 
that are being given. We never know after the discount 
how close to the real list price we are. Solutions? 
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Manufacturers should put some sort of program on to 
encourage honest trading. Or maybe they should en- 
courage big discounts and unify themselves. I don’t know. 
I just know I don’t like things the way they are now.” 

e “You can fool some of the people some of the 
time, but big discounts will only lead to cutting prices 
and confusion in the industry. You can’t run a business 
and a whole industry on confusion. That’s all I want 
to say about this.” 

e “Manufacturers should put out a realistic price 
sheet. Fictitious lists have been done away with because 
of retail competition in the fixture industry. In mer- 
chandising other items, the increase on a list price con- 
fuses the market. No one knows the best discount. On a 
discount basis, no one knows where the discount stops 
and the price starts for individual distributors. I might 
get three discounts on an item, someone else might get 
four. If the list were realistic, everyone would get only 
one discount and it would be the same, whether 20%, 
15% or 10%. There is one company I know of that 
gives varied discounts to individual distributors, so you 
never know what discount you are getting. There should 
be an effort to put this on a competitive basis where each 
distributor is on an equal level. In the residential fixture 
market there is a tendency to put realistic prices on 
items. That’s a strong feature of the market.” 


SEATTLE: Wild about Realism 


All four Seattle, Wash. distributors contacted are in 
favor of realistic pricing for the following reasons: (1) 
it reflects true practices in the market; (2) it creates sta- 
bility; (3) they (fictitious prices) give a bad impression; 
(4) realistic prices reflect genuine costs. Here are the 
opinions from distributors interviewed in that area: 

e “It’s the only way to do business because it reflects 
true practices in the market. I am definitely for realistic 
prices.” 

e “Realistic pricing creates stability in the markets 
and makes for a better industry. It also improves indus- 
try prestige in government and other circles which are 
used to having prices on a flat basis—such as in air 
transportation. It provides better market conditions and 
improves the area for a better market on resale.” 

e “I don’t like the discount price. Give a person a 
discount on one item and he’ll expect it on everything. 
Discounts foster bad impressions.” 

“Realistic prices mean doing business legitimately. 
When you have discounts you don’t know where you 
stand—you’re all over the map. I’m wild about realism 
and I believe realistic prices reflect genuine costs.” 


SAN FRANCISCO: Split Decision 


An opinion round-up in San Francisco and Oakland 
brought a two to one decision in favor of realistic pric- 
ing. Three distributors were interviewed. The dissenting 
distributor backs up his approval of fictitiously high 
prices in these words: 

e “Over the years we've seen the profit margin 
going down. Yet distributors are still giving wide dis- 
counts, in some cases greater than ever before. I think 
the only answer is for the manufacturer to give greater 
printed margins. 

“Distributors are of such a breed that the discount 
practice will never be thoroughly controlled. The selling 
field has gotten away from us to the point where the 
customer looks for his discount before he even looks at 
his price. The answer? Give the distributor a larger 
gross profit, so he can work his discounts as he sees 
necessary. Such a system is more conducive to greate: 
retained margins. 
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“The current wire market is a good example of a 
market that has gone over heavily to the discounters.” 

The two distributors who are in favor of realistic 
prices declare that fictitious prices are, in general, an 
unhealthy situation. Here’s what they have to say: 

e “The word to watch is ‘realistic.’ If the whole- 
saler is acting as a distributor he is entitled to a definite 
price just like the automotive distributor gets a recom- 
mended price. As a distributor we get a franchise. This 
should include a fair price that is policed on both sides. 
If the manufacturer has a distributor who is short-selling 
his product, he should get rid of that distributor, for 
the distributor is destroying the value of the franchise. 
I'd say that a manufacturer who lets a distributor ruin 
his pricing just doesn’t think much of his own franchise.” 

e “Once a customer gets the idea that he’s entitled 
to a 5 or 10% discount, he tends to forget posted price 
and thinks he is expected to bargain on every item. In 
that case, what’s the use of having a price book? Manu- 
facturers should not get the idea that by encouraging 
discounts they are reaping customers for their products. 

“It's obvious that there is no confidence in printed 
prices right now because customers ask the price of an 
item without bothering to look it up right in the book. 
Actually they are asking for a discount when they do 
that. Price should be quoted to stick.” 


LOS ANGELES: Pro and Con 


One out of five electrical distributors in Los Angeles, 
Calif., definitely favors fictitiously high manufacturers’ 
resale price schedules, claiming that realistic pricing kills 
off the hidden discounts which are the distributor’s bread 
and butter. Other distributors are more or less against 
false pricing, saying that with them “the market becomes 
a dog-eat-dog affair”; “no reasonable floor for discounts 
can be established with them”; “they confuse and disrupt 
the market.” 

Here’s what distributors are saying about realistic price 
schedules in Los Angeles: 

e “Realistic manufacturers’ resale price schedules are 
the only basis for the establishment of an orderly market. 
Otherwise, the market becomes a dog-eat-dog affair. It 
becomes lower and lower competitively until there is no 
more profit.” 

e “The distributor is kidding himself and his cus- 
tomers with fictitiously high pricing. No reasonable floor 
for discounts can be established without realistic sched- 
ules. They are simply not being used. There are also 
difficulties stemming from firms who are willing to buy 
accounts for no profit. New lower profits throughout 
the industry are the end result.” 

e “I favor realistic prices. Manufacturers’ chains of 
discounts on certain items and lines confuse and disrupt 
the market. They should stick to a 20% discount of the 
lower list price. This would enable the distributor to 
figure and make his just gross profit. Responsible and 
realistic schedules on an industry-wide basis could re- 
orient the market.” 

e “I favor fictitiously high manufacturers’ resale price 
schedules. Any price scheduling is fictitious at best. 
Improved distributor profits, however, are possible only 
with the higher schedules. Resale prices to long term 
established contractor accounts are inevitably discounted 
to a realistic level for both parties. Realistic pricing 
also kills off the hidden discounts which are our bread 
and butter.” 

e “Realistic price schedules are desirable—if every- 
one would live up to them. If however, everyone is going 
for the discount (as they are today)—any manufacturer 
price is going to be chiseled down. High schedules at 
least give us a better negotiating leeway.” 
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Can One Salesman 
Sell Motor Control 
and Appliances? 


Mid-Hudson Electric Supply Corp. management in Pough- 
keepsie, N. Y. is trying it. Outside salesman Jack Har- 
rison is now selling appliances plus motor controls. 





LOOKING OVER motor controls for pressing process at Seneca Grape Co., Pough- 
keepsie, N.Y. are Harrison (center), George Weingert, plant supt. (left) and Chester 
Coutant, plant engineer. Controls are for agitators, pumps, presses 


S IT possible for the electrical dis- 

tributor’s salesman to successfully 

sell to two radically different mar- 
kets at the same time? Management 
at Mid-Hudson Electric Supply Corp., 
Poughkeepsie, N.Y., thinks so. Jack 
Harrison is the outside salesman who 
has been doing the job—selling major 
appliances and housewares to the 
dealer market and motor controls to 
contractor and industrial accounts 
for over a year. 

Harrison reports that volume is in- 
creasing in both and that he is able 
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to bird-dog new accounts in the two 
areas. Having started as an appliance 
salesman with Mid-Hudson five years 
ago (he sold appliances in a retail 
store before that), Harrison claims 
that his new assignment is “a real 
challenge.” 

e Experiment—‘The idea of selling 
these two markets originated with 
management,” says Harrison. “The 
end result hoped for would be more 
volume for the salesman and the firm. 
It was an experiment in a way, be- 
cause we wanted to see if it could 





be done. However, we had one big 
factor backing us up—Mid-Hudson is 
tailored for a dual selling operation 
(appliances and supplies).” 
© Other Factors—‘It can be done,” 
says Harrison, “but there are qualify- 
ing conditions that are needed to in- 
sure success: 

e “If you don’t have product 
knowledge—you have nothing.” 

Harrison allowed himself maximum 
exposure to distributor meetings 
which motor controls; to 
manufacturer's classes on motor con- 


covered 
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APPLIANCE SALESMAN John Harrison (left), Mid-Hudson Electric Supply Corp., 
also sells motor controls for the upstate N.Y. distributor. With John Stephenson, 
Allen-Bradley representative, he looks over new motor control center installed in 
IBM’s Federal Systems Div., Kingston, N.Y. Control center is for air-conditioning. 





IDEA EXCHANGE on importance of motor controls is held with industrial elec 
trical contractor, Charles J. Olson, Newburgh, N.Y. Harrison says things were made 
easier in learning stages by willingness of customers to help him out. 
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trols; to assistance from other dis- 
tributor salesmen and from the fac- 
tory representative. It was only after 
considerable “book-training” that 
Harrison ventured out into the field 
with his motor control samples. 

e “It takes time to learn.” Harri- 
son says that he aims to be a motor 
control specialist some day but it takes 
experience, and you can’t read ex- 
perience. 

e “You must give yourself as much 
exposure as possible to product know- 
ledge. 

e “When you are selling two differ- 
ent markets at the same time, you 
should arrange your schedule so that 
appliance and motor control accounts 
that are located in the same area 
can be called on when you are in 
that area.” 
© Appliances Helped—Harrison says 
that the self-confidence he gained in 
selling the dealer market helped him 
a lot when it came time to visit 
industrial and contractor accounts. “I 
was armed with new knowledge and 
little experience, and I needed self- 
confidence.” 

e New Technique—Harrison always 
carries motor control samples with 
him, even when he is visiting an es- 
tablished account. On cold calls he 
shows samples in an attempt to sell 
his brand over the one the customer 
may prefer. On all calls, he will tell 
customers that he is in the process 
of learning what motor controls are 
about “and to please bear with me; 
I have an excellent distributor back- 
ing me up on knowledge and serv- 
ice.” Harrison says they all gladly 
go along with him. One proof,” says 
Harrison, “that it doesn’t pay to pre- 
tend.” 

e Two Markets, One Way—‘Sales- 
manship in the dealer and the indus- 
trial and contractor markets is the 
same in a lot of ways, but there is 
one big factor that you have to re- 
member,” says Harrison. “You deal 
with many different types of people 
—from store owners to salesmen to 
purchasing agents to maintenance 
men to electricians—but they all de- 
serve respect. Electricians are your 
future contractors, maintenance men 
may swing even more _ purchasing 
weight in the future.’ 

© What’s Your Worth?—“I sell these 
markets to comply with the thinking 
of Mid-Hudson and to fit in with its 
dual operational plans,” he says. 

Harrison, who recently expanded 
“product exposure” by selling lighting 
and connectors to a large industrial 
plant (where a large motor control 
sale was made by him), says that 
the more products a salesman can sell 
for his firm, the more valuable he 
is—“to himself, to management and 
to the customer.” 
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Detroit's Industry-Wide Plan for .. . 
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has Puccessfully completed the 

Detroit Edison's Hlectric Heating Course 

sponsored by The Hlectrical Industry . 

and has been qualified by the Industry 

as @ member of ING 

ELECTRIC HEATING SERVICES 
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FIRST TOOL in Motor City’s program QUALIFICATION came on completion CONSUMER-TAILORED sales manual 
was fact-packed tech manual used in 36- of course. Grads got “diplomas” plus tells electric heat story quickly, simply. 
hr courses on design, installation. identification cards for field use Salesmen use them as flip-charts. 
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- rALKING it up for Detroit's electric heat program are these 
= editions of 4-page paper reporting on interesting and profit- 
BROTHERS herper Blectric able installations sold and made in the area. Typical of 
GH NOTE further promotion (below) are window sticker and meritorious 
— penne ig na AT AS THEY LAND installation awards like this, given to deserving contractors 
wa BOLD AWARD ar Customers 
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sTUFT 





off For Harper Award 5 J : : a ihe 
Versatile Electric Heat ; OR THE PAST two years, the Electrical Association 


SS of Detroit has been sponsoring an industry electrical 
most "OME earn space heating program. Its objective: to develop the 

— market in commercial, industrial and residential applica- 
tions of electrical heating in the Detroit area. 

Participating in the program have been architects and 
engineers, manufacturer personnel, contractors, utility 
people, insulation representatives and electrical distribu- 
tor management and salesmen. 

The program had four specific objectives: 

(1) To maintain and increase public interest and 
good will toward electric space heating. 

(2) To promote ethical practices within the industry. 

(3) To accelerate sales of equipment and installations. 

(4) To insure retention of the space heating business 
within the electrical industry. 

For the electrical distributor, the program had an 
especially significant purpose. A comprehensive and 
Coulificule of Ment well-planned course would train space heating specialists 

le prenented to for interested distributors. 

e Thorough Training—Two men from each participat- 
ing distributing firm were to take part in the first course. 


100 This involved a 3-hour session, twice weekly, for 6 


























weeks. Their knowledge was constantly tested with the 
a Kilowatts of Electric Heating kind of problems they were sure to encounter in the 
— Won field. 
On completion of the course, each grad received a 
certificate, plus a certification card (top, center) 
green light for selling qualified electric heating. 
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Selling Electric Heating 





How One Distributor Builds 
An Electric Heat Program 


Starting from a sound local training and promotion base, Cadillac Elec- 
tric Supply launched specialists in a plan to sell residential, commercial 
and industrial electric heating installations in the Detroit market area. 


substantial and profitable electric heat sales program 

by featuring the specialist approach. 

Though all the Detroit firm’s salesmen are selling the 

hot product, the main effort is pushed by the lighting 
and electric heating department, under the direction of 
Harry C. Simonton. The four-man staff cultivates all the 
markets—with heavy concentration on industrial and 
commercial accounts as well as residential contractors. 
e Long-Term Planning——When Detroit Edison first of- 
fered the electric heating course (opposite page), Cadil- 
lac (though primarily an industrial-serving distributor) 
was eager to take advantage of the excellent training 
opportunity. Its management saw the residential poten- 
tial, but also visualized the commercial and industrial 
applications that were to come. 

What was then the lighting department sent two men 
to the first course. They were capable of detailed lighting 
layouts and found that this talent helped in the course 
and was invaluable later in the field. Once qualified, 
the salesmen began cultivating first builders and then 
industrial prospects. 
© Mail Support—To back them, Simonton made several 
product mailings and arranged for manufacturers’ reps 
and field salesmen to work closely with Cadillac for 
maximum impact. In addition, because of the frequency 
of new developments, he asked heating manufacturers 
to provide speakers for the firm’s general sales meetings 
on the basis of every six weeks. 

In the first year, with the specialist set-up, the firm 
doubled its sales of electric heat. The second year was 
a repeat, with an inventory increase of 25-30%. 

What kind of sales are being made? “Everything from 
a single bathroom heater to a complete job on a big 
Nike installation, incorporating explosion-proof heating 
units,” says Harry Simonton. Cadillac is pushing extra 
hard with its long-time industrial customers. And the 
salesmen are finding applications they were not aware 
of before. 

Explaining this further, Simonton says, “Sometimes 
salesmen—like other people—see only surface uses for 
the products they sell. So, when you think of electric 
heat you think of warming people—in homes, in plants, 
in offices. Then you find a customer like the Wayne 
Soap Co. They’re interested. But they want electric 
heat to keep fluids warm and at an even temperature in 
a manufacturing process. Then the salesman begins to 
think of customers who want something similar and he’s 
off and running. 

“This happens to us every day—and it’s only the 
beginning,” says Simonton with a smile. 


|’ TWO years, Cadillac Electric Supply has built a 
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SPECIALIST teamwork is producing big sales for Cadillac’s 
lighting and heating department manager, Harry Simonton 
(r.) and his assistant, Frank Gallia. 





INSPECTING 4,000-w baseboard heating installation are 
(l. to r.) contractor Burt Smith, Mrs. Barbara Kitchen and 
Simonton. Mr. Kitchen, a builder, is sold on electric heat. 
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Counter Selling With Lots of Savvy 


"Doubling in brass" and effective application of all the principles of 
good counter selling have resulted in a 50%, total sales volume across 
the counter at Metro-Clifton Electrical Supply Corp., Clifton, N.J. 


HAT makes for a top notch 
counter operation? For the an- 
swer to this question and an 
inside look at a first class counter 
operation, where over-the-counter 
sales account for 50% of total sales 
volume, EW called on Metro-Clifton 
Electrical Supply Corp., Clifton, N.J. 
“Many factors contribute to a 
smooth counter operation,” agrees 
George Johnson, general manager, 
Metro-Clifton. “But of primary im- 
portance is the counter salesman. He 
is the core of the operation. His 
knowledge of the business, the prod- 
ucts, but most of all his knowledge of 
the customer, are what build sales.” 
Metro-Clifton, which is an affiliate 
of Morristown Electrical Supply Co., 
Morristown, N.J., is situated in a 
highly industrial area of northern New 
Jersey, and within the metropolitan 
area of New York City. Since most 
over-the-counter sales are to industrial 
customers, it requires an expert coun- 
ter salesman with the knowledge of 
his customers’ needs. At Metro-Clifton, 
they have such a man. He is Joe 
Steinbrick, who is no rookie in the 
counter sales department. Steinbrick 
came to Metro-Clifton, as counter 
salesman, from another branch — 
Metro Electric Supply Co., New 
Brunswick, N.J.—about two years ago 
with the understanding that it would 
be only a temporary position. Actu- 
ally, “he turned a temporary job into 
a permanent one,” states Johnson, 
“since he has held the position ever 
since.” Prior to coming to the Metro 
organization, Steinbrick had _ eight 
years experience with another whole- 
saling firm. Although Steinbrick is 
chief of operations across the counter, 
he is also assisted by Johnson, and 
Bill Pardoe and George Pereksta, two 
warehousemen, and driver Bob Hamil- 
ton when the situation requires addi- 
tional help. Johnson calls this policy 
“doubling in brass.” 
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By Bill Murray 


“COULD YOU GIVE ME A DOZEN OF THOSE?” 


Knowing what the customer 


needs is an essential element of effective counter selling, as demonstrated by Joe 
Steinbrick (right) and a customer from a large industrial account 


At the Metro- 
relations 


e Customer Relations 
Clifton counter, customer 
are considered the basis of 
counter selling. “This is where the 
point of knowing the customer comes 
in,” Johnson said. “Personality is a big 
factor when it comes to making a 
sale. Knowledge of the customer and 
his needs, a personality, and 
good service are keys to effective 
counter selling. Often it is difficult to 
understand exactly what the customer 
really wants, due to the way he ex- 
presses himself.” This is considered to 
be the biggest problem of counter 
selling, admit both Steinbrick and 
Johnson. 

e Selling The Customer — When it 
comes to counter selling, at Metro-Clif- 
ton, the emphasis is on service and 
quality. “The biggest gripe about 


good 


good 


counter selling,” Johnson declared, “is 
when the customer replies with, ‘I can 
buy it for less somewhere else.’ Per- 
haps he can, but we also sell service.” 
Tieing in with service is quality, he 
“Here at Metro-Clifton it is 
quality and service versus competition. 
We always try to convince our cus- 
tomers that the quality product is the 
best product. If the customer doesn’t 
want to pay for quality then we would 
rather sacrifice the sale. 

“Keeping everything in stock, and 
having it ready when the customer 
calls are also important elements of 
good counter selling,” Johnson said. 
“On certain full line products we take 
a running inventory every two weeks. 
But the secret of keeping the shelves 
adequately stocked lies in the ‘short 
list? method of counter-shelf-checking 


added. 
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KNOW-HOW on a new product is attained by the counter 
salesman in discussion with manufacturer's agent, Bill Scho- supply of stock on hand for customers. Johnson (right) and 
field, who aids in pointing out features of new lamp. Steinbrick check list for shortages of supplies 


used at Metro-Clifton. For every item 
that is taken off a shelf, it is recorded 
on a list indicating that the shelf is 
short that item. The list is posted at 
a central location on the shelf, which 
makes it easier for the counter sales- 
man to record the item. The slips are 
collected at the end of each working 
day, and accumulated. When the run- 
ning inventory is taken or when the 
stock of a commodity is noted as 
being low, the man doing the stock 
ordering automatically knows what is 
needed, and an order is placed to 
replenish the stock supply. This meth- 
od keeps our shelves fully stocked 
and goods are readily available for 
our customers.” 

e Know The Product — Product 
knowledge is another important re- 
quirement for effective counter selling, 
Steinbrick admitted. “We sell quality 
products, and often we hold sessions 
with manufacturer’s agents and send 
out mailings to introduce new prod- 
ucts to our customers.” One such 
agent is Bill Schofield, who represents 
several manufacturers’ products. “I 
call on Metro-Clifton twice a month. 
When I have a new product available, 
I discuss its features with Steinbrick 
and Johnson, and often help explain 
them. at the sales counter.” “This is 
what I mean by ‘doubling in brass,” 
Johnson said. “We work as a team 
and help out where needed.” 

When it comes to selling across the 
counter, wiring devices, motor con- 
trols, and panels rate highest on the 
counter sales register. “Since we're in 
a highly industrial area, most of our 
counter sales are pick-ups,” Johnson 
said. “I mean the customers usually 
come in themselves to pick the items 
up and take them with them, rather 
than asking for deliveries. We try to 
encourage this type of business since 
it allows us more time for large de- 
liveries and brings the customer to us, 
Continued on page 112 
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“SHORT LISTING” is the secret to keeping an adequate 

























PRODUCT knowledge, important to counter selling, is often obtained 
through manufacturer's literature. New booklets are added daily to 
shelves and are arranged according to manufacturer 





PRICING and billing are two other functions carried out by counter salesmen at 
Metro-Clifton. “This is the homework of the counter salesman,” says Steinbrick, 
as he catches up on some orders. More sales means more paperwork 









Aim-High Selling 
Nets $17,000 Sale 


Super layout service linked with persistence, planning and 
promotion provides a chain of larger lighting sales for 


Leidy Electric Co., Phillipsburg, N. J. 


UPER-CHARGED layout service 
fused with a “we'll sell anything” 
approach consistently boosts the 

lighting sales volume at Leidy Electric 
Co 

With a 
a reservoir of 
pany has gained 
distributor capable of laying out any 
job and supplying the materials neces- 
sary to complete it. As a 
point, H. E. Dickson, president, cites 
the $17,000 electrical installation in 
the $160,000 home pictured on these 
pages. Lighting layout and design for 
the home, under the direction of the 
Leidy president. called for $12,000 
worth of fixtures 

Tallying sales typical of this 

requires than ordinary 
manship. How does Leidy do it? 
Dickson attributes his firm’s success 
to a creative selling technique which 
includes these elements: 

e Persistence—Three salesmen and 


and 
com- 


flare for the unusual 
fresh ideas, the 
recognition as a 


case in 


one 


more sales- 


a saleswoman working in the field 
for Leidy stress that mere selling is 
not enough. Selling is only a spark for 
a profitable lighting volume 
which must be kindled by constantly 
inducing the contractor to show his 
customers how lighting can be used 
effectively. Educating the contractor 
is accomplished by 

e Planning—Helping the contrac- 
tor to become lighting-conscious, the 
territory salesmen work closely with 
him offering personalized — service 
which includes layouts with a_ basic 
plan and one or two alternate plans. 
Drawing on knowledge gained from 
training at Nela Park, the Academy 
of Lighting Arts and the American 
Home Lighting Institute, the 
force is able to show the contractor 
how to demonstrate lighting applica- 
tions. Demonstrations often include a 
trip to Leidy’s elaborate lighting 
showroom where the customer can 
choose from hundreds of fixtures those 


sales 


sales 


: tgs ae Ye Bak. %y 


SUPER-ELECTRIC HOME, lighted by Leidy Electric, has 


entrance 


4-wire, 3-phase, 800-amp service 
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exterior lighting 


LIVING ROOM window curtain is light- 
ed with 150-w recessed units on a dim- 
mer. Chimney wall stone is accent lighted 
with recessed eyeball units, also on dim- 
mer. Note recessed units in ceiling 


which best suit his taste, requirements 
and decor of his home. The com- 
pany’s lighting studio plays a large role 
in its. 

e Promotion—Tempered with the 
verity that fixtures cannot be sold 
from cartons, promotion at Leidy has 
become centered around its 1,700-sq 
ft lighting showroom with simulated 
living conditions and a _ home-like 
atmosphere. This, along with visual 
aids and over $8,000 worth of func- 
tioning fixtures, helps Leidy attrib- 
ute 28% of its business to lighting. 
Periodically the firm uses the show- 


including 46 300-w recessed units in the overhang, 16 300-w 
flood lamps on corners; underwater swimming pool lighting 
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DINETTE lighting includes 300-w_ re- 
cessed units, suspended unit. complete 
valance, all on dimmer. Kitchen (left) 
has 2 rows 3-lamp enclosed units, under 


counter lighting, dimming cycle, built-ins. 


room as a workshop in which tours, 
lectures and conferences are pre- 
sented for contractors and the general 
public to acquaint them with an “ade- 
quate lighting” philosophy. Local ad- 
vertising and intensive direct mail 


campaigns complement the promotion 
afforded by the showroom. 


BUBBLE ROOM features 12-ft long ceil 
ing bubble lighted upward with 6 40-w 
lamps on dimmer; also same with down 
ward component on second dimmer. Note 
tree lamps (right) for accent lighting 


The persistence, planning and pro- 
motion employed at Leidy Electric 
Co. pays off in profitable boosts to its 
lighting sales volume. With their train- 
offer 


ing, the service they have to 
and the showroom from which they 
can work, Leidy salesmen are able 


to “shoot for the stars.” 








MASTER BEDROOM is highlighted by low intensity 


remote control is an added feature 


lighting on dimmers. Master 
home have four 300-w 
switches which control 


recessed 


enclosed lights 


November, 


units on dimmers 
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luminous ceiling and valance 
All bedrooms in the 
Closets are equipped with door 
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CELESTIAL ROOM using color lamps 
units has unit standard 
densities. All circuits 


valance lighting 


in recessed one 
clear for 
are dimmed 


along dining room window 


variable 
including 





BATHROOM lighted with 300-w recessed 
unit on dimmer, has two sun lamps and 
two heat Note fan ventilator in 
tile ceiling and bedroom valance lighting 


lamps 


in the background 





ONE OF THREE baths has luminous 
ceiling on dimmer control providing 
recipe hting for mirrors, shower and 
tub area. Timers control ventilation in all 
baths hich al ha telephone outlets 
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Housewares Sales Up 22% 
—And That's No Bull 


At least, that's what the ‘'Bull Market Enterprises, 
Unlimited,"' has helped to do for housewares sales at 
American Electric of St. Joseph in the past 12 months. 


PECIALIZATION, coordination 
and “Bull Market” promotion 
have boosted housewares sales 


22% in one year for American Elec- 
tric Co. of St. Joseph, Mo. 
Although these three sales factors 
are used together successfully, Ameri- 
can Electric officials credit their pro- 
gram of specialization as the greatest 
single contributing force. 
“Specialization enables us to spend 


more time in the field with our 
dealer-customers,” Appliance Man- 
ager Denton Matteson says. “And 


when it’s possible to spend more time 
with your customers, both volume 
and profits rise.” 

e Transition—The big emphasis on 
specialization was initiated one year 
ago with the creation of a depart- 
ment devoted solely to appliances. At 
that time, Lighting Manager Matteson 
was named sales manager of this de- 
partment. Prior to this time, only ap- 
paratus and supply and lighting were 
separate departments. 

As yet, the transition is not fully 
completed, as far as specialization 
goes. Outside salesmen at the main 
office and at the branches at Wichita, 
Salina and Dodge City, Kan.; Enid, 
Okla., and Pueblo., Colo., still sell to 
all types of customers. Future plans 
at American Electric, however, call 
for complete specialization in the 
major market groups. 

“There's one thing that is most im- 
portant for the success of specializa- 
tion,” the appliance manager 
“This phase requires the distributor to 
give more than just lip service to his 
dealer-customer. He must _ spend 
much—if not most—of his time in 
the field assisting the dealer in every 


says. 
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By Robert S. Bush 


possible way to move the products 
into the hands of the consumer.” 

e Coordination—Much of this effort 
in the field involves the coordination 
of sales programs with managers of 
each of the firm’s five branches. Not 
only does Matteson assist customers in 
the St. Joseph trading area, but also 
customers in the branch areas. 

Although sales conditions for cus- 
tomers might vary in the different 
areas, Matteson attempts to present 
all of his customers with valuable 
sales information at regular intervals. 
Some of this assistance involves the 
changing of displays and providing 
posters for the dealers’ showrooms, 
pointing up features of a particular 
product. 

“Unless appliances are given spe- 
cial attention by changing displays 
often, they will not sell,” the manager 
continues. “And dealers are not prone 
to change displays often. That is why 
we keep a constant check on this 
phase of the operation. It’s necessary 
to give the dealer something that ap- 
peals to him, and he appreciates our 
efforts in giving him this assistance.” 
e Other Aids—Matteson has found 
that most dealers have so much to do 
that they do not have time for many 
details involved in the successful sell- 
ing of housewares. One of these de- 
tails is advertising, he adds. 

American Electric has worked out 
a form in an attempt to overcome 
this dealer inertia. This form details 
when advertising will be used, what 
product or products will be stressed 
and what media will be used. 

The cost of advertising is broken 
down so that the dealer will know 
his part of the cost. When the sched- 


THE BULL MARKET Enterprises 


was designed to promote and sell. 
The charter at right sets out the 
purposes for American’s program 
that boosted housewares sales. 





ule has been made and approved, it 
is signed by the dealer and by Ameri- 
can Electric. 

Here, again, Matteson believes that 
a definite plan must be presented to 
and worked out with the dealer in 
order to get action. If it is not, the 
dealer will talk about advertising, but 
probably will not do anything about 
it. 


e Customer Training — American 
Electric officials have found that 
management at retail establishments 


often do not have time to train their 
sales personnel adequately to sell ap- 
pliances. Because of this, meetings at 
the distributor’s offices are held regu- 
larly for retail appliance store man- 
agers and their salesmen. 

After providing dinner for this 
group, Matteson and factory repre- 
sentatives present the sales meeting 
designed to educate the customers 
about new products and features of 
current items. In addition, distributor 
personnel pass along sales hints and 
techniques their customers might be 
able to use successfully in increasing 
sales to consumers. 

“Retail clerks normally want to do 
a good selling job,” Matteson explains. 
“Too often, however, they just don’t 
have the time to learn everything 
they should. Someone has to teach 
them product features and sales tech- 
niques. Because we have an impor- 
tant stake in this field, we feel a 
responsibility not only to ourselves, 


CONTINUED 





Bull Market 
Enterprises, Ltd. 


Brokers and Exchanges are busy this week with the first issue of a new stock in a 
new enterprise announced by R. A. Peck, President of American Electric Company. 
This new enterprise was organized to promote and sell. The charter for the new 
enterprise sets out the purposes as follows: 

1. To make every American Electric salesman a shareholder and a capitalist. 

2. To promote five or more various enterprises during the life of the venture. 

The Bull Market Enterprises, Unltd., will start in business on January 1, 1960, 
and will be liquidated as of the close of business August, 1960. The assets of 
the company accumulated during that period will be divided among the stockholders 
at a special stockholders meeting to be held at Western Hills or some similar, 
suitable place for such a distinguished group, during the week end of September 
30, October 1 and end. 

3. The objectives of the enterprises are to meet and exceed sales budgets on all 
enterprises during the period, thereby making the Bull Market Enterprises prosper 
and the assets grow. (The more growth we have during the period, the more assets 
we will have to divide among the stockholders at the stockholders meeting). 

4. Officers: As it is with most corporations, we must have a Board of Directors 
and officers to conduct the business. 

The Board of Directors will consist of five (5) shareholders. These five share- 
holders will be the five largest shareholders and these men will preside at the 
liquidation of the company at the stockholders meeting in October, and may perform 
other functions during the life of the company. The President will be the largest 
stockholder, Vice-President the second largest, Treasurer third, and Secretar 
fourth. The fifth man will be a board member with full voting rights. In eater 
to conserve on operating costs, John Dunn, Denton Matteson and Tommy Smith will 
each serve as Assistant Secretary-Treasurers to handle the records and accounting. 
5. Stock availability, Options, Warrants, Debentures, etc.: There will be two 
classes of stock issued - Preferred, non-voting Stock and Common Stock. As with 
most corporations, the Common Stockholder has full voting rights. After the pre- 
ferred dividends, etc. are satisfied, he has his share of the Company's assets. 
One share of Preferred Stock will be issued for achieving budget on each of the 
major enterprises which will be referred to as Preferred Enterprises. There will 
be at least five (5) of these. In order for any stockholder to attend the stock- 
holders meeting, he must own 5-shares of Preferred Stock. Common Stock may be 
converted to Preferred Stock at the rate of 100 to 1] after shareholder owns 3- 
shares of preferred. Common stockholders will divide the assets of the Company. 
Common Stock will be issued to prospective shareholders for exceeding budgets on 
each of the Preferred Enterprises. For example, if you make budget on the "Bull 
Market Lighting Preferred Enterprise" you receive one share of Preferred Stock. 

If you go over budget you will be issued Common Stock for each percentage point 
or multiple thereof. This over-budget award will be announced with each Preferred 
activity. 

In addition, there will be special Common Enterprises duri the activity for 
which Common Stock will be issued for certain shee. . 

6. Common Stock is negotiable to this extent: it may be sold, traded or given to 
any American Electric salesman. It has no par value and in no way obligates the 
American Electric Company except for prizes to be awarded at the stockholders 
meeting. 

7. Assets of Bull Market Enterprises will be 3-shares of American Electric stock. 
This will go to the largest shareholder of (Common Stock). Other assets of suit- 
able value will be liquidated at the shareholders meeting in direct proportion to 
the number of Common shares issued. 

There will be a Publication issued quoting the value of your shares and other pert- 
inent information pertaining to the Bull Market. 

You will be competing only against your own budget. Make your budget on all en- 
terprises and you go to the stockholders meeting! Go over budget and you may get 
to be President and get 3-shares of American Electric stock at the liquidation! 
There will be other valuable assets. Be a shareholder! Be a capitalist! Beat 


your budget! 
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'’ Housewares Sales Up . . . (cont.) 
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but also to them in making the entire 
program a success.” 

e Demonstrations—In a further at- 
tempt to assist the dealer-customer, 
American Electric participates in an 
annual “Housewares Fair” at St. 
Joseph. 

Here, the distributor provides sev- 
eral displays of appliances at leading 
retail stores, including products and 
literature. In addition, the firm hires 
and trains a woman to demonstrate 
these products to the consumer. 

As an added incentive for the con- 
sumer to make a purchase, American 
Electric offers a basket of food with 
the purchase of a product. 

e Salesmen Incentive—As a company 
promotion and an incentive to its own 
salesmen, officials initiate campaigns 
to encourage increased selling. This 
year, the campaign was called the 
“Bull Market Enterprises, Unlimited.” 

In this promotion, each salesman 
from the main house and the branches 
was given a dollar volume quota to 
meet between January 1 and August 
31. Anyone reaching his quota was 
given a “preferred” share of stock in 
the fictitious Bull Market Enter- 
prises. This “preferred stock” enabled 
a salesman to receive a ticket to the 
“stockholders’ meeting” at a resort in 
Oklahoma. 

e Actual Stock—If a salesman went 
over quota, he was issued “common 
stock” in the “company.” This was 
then used to liquidate the “company” 
at the “stockholders’ meeting.” In ad- 
dition, the salesman who received the 
largest number of “common” shares 
—based on a percentage of how 
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PROMOTION for “Bull Market Enterprises” is initiated here 
by Appliance Manager Denton Matteson. The complete pro- 
gram for the promotion was originated in the main house of 
American Electric at St. Joseph, Mo. All salesmen from the 
five branches of the firm were included in the contest, which 
ran from January 1 to August 31 of this year. Although the 
competition also included the sale of products other than 
appliances, the incentive created by the contest was instru- 
mental in boosting housewares sales 22%. 





RULES GOVERNING 
BULL MARKET ENTERPRISES, UNLIMITED 


1. Only American Electric salesmen eligible for stock. 

2. Common stock has no par value and is negotiable, but may be sold 
or traded only to other American Electric salesmen. Preferred stock 
is not negotiable. 

3. Five (5) or more enterprises will be held during the period, which 
qualify you for the trip. You must make 100% on each one to win the 
trip, or you may surrender stock earned should you fail in some enter- 
prise. You will have an opportunity to earn stock by going over budget 
on any enterprise and on special shorter activities. 

4. Stocks will only have value for trip and prizes if the shareholder 
remains an employee of the American Electric Co. during the life of 
the enterprise. Should any shareholder leave the company prior to 
August 31, 1960, the stock issued to him has no value. 

5. This stock obligates the American Electric Co. only for the trip 
to the shareholders’ meeting and prizes awarded at that time. 


RULES GOVERNING contest for salesmen of American Electric Co. are set forth 
in this memo. Salesmen who went over their quota for an eight-month period had 
an opportunity to win actual stock in the St. Joseph firm 





much he exceeded his quota — re- 
ceived actual shares of stock in 
American Electric Co. Other holders 
of “common” stock also received 
prizes from the distributor. 

The complete rules and regulations 
of this incentive program are detailed 
on the preceding page. Although this 
contest also included quotas for sales 
of apparatus and supplies and light- 


“There are many different aids we 
use to sell these products success- 
fully,” the manager adds. “Promo- 
tions, the use of samples and assist- 
ance from factory men are only part 
of the overall program. 

“Basically, we strive to give the 
dealer incentive to sell well—and this 
can come only from long-range plan- 
ning. That’s why we are stressing 


ing, along with appliances, Matteson 
is enthusiastic about the rise in ap- 
pliance sales created by this type of 
program 


specialization in the sale of house- 
wares. It’s the modern approach to 
selling; it has been the right answer 
for increasing our sales and profits.” 


ELECTRICAL WHOLESALING—November, 1960 











Butler Electric's New Warehousing Operation .. . 








‘Our Planned 


Investment 


That's how President C. E. Butler, Jr., 
(left) and Dick Butler think of their new 
building. Opened last February, it fea- 
tures many customer-tailored services. 


HERE IS MORE to moving to a new location than 
merely constructing a new building, officials at Butler 
Electric Co., Inc., St. Louis, believe. 

“Our new building actually can be considered as a 
gathering of ideas from distributors throughout the na- 
tion,” President C. E. Butler, Jr., says. “In spending more 
than two years in visiting new and modern operations of 
other electrical wholesalers, we came up with what we 
thought were the best functions, and then put these ideas 
into operation in our new building.” 

e No Volume Loss—Basically selling to the contractor 
and industrial markets, Butler Electric lost no volume 
business in its move the first of the year. Formerly, the 
firm was located near the midtown section of St. Louis. 
Now, although it is located several miles from the main 
business district, few—if any—customers have been lost. 

“Actually, we now are centrally located with a good 

highway system surrounding us,” Butler says. “If we did 











lose any customers because of the move, we have more 
than regained that loss, not only from new customers 
but also from the increased amount of service we now 
are able to give.” 

Unlike the old, multi-story, 15,000-sq ft building, an 
ease in flow of operations now can be maintained in the 
new 21,000-sq ft operation. Because of Butier’s arrange- 
ment of office precedures, there now is an uninterrupted 
and minimum flow of tickets through the office. 

In addition to spending about half as much for new 
equipment as he did for the building itself, Butler also 
purchased new wire racks, broken package shelving, wire 
cutters, new conduit bins and a lift truck 

“Our one-floor operation in the new area already is 
paying off,” the official says. “The planning that went 
into this move has resulted in the fact that now, we can 
handle about twice the volume of business we could pre- 
viously take care of.” 


Turn page for old and new contrasts 





‘Our Planned Investment .. .’ (cont.) 





Dramatic contrast of old and new... 





WIRE and cable in old building was stored wherever space 
was available. Normally, much time was consumed in trying 
to find particular sizes, 


AISLES AND STORAGE bins formerly were cluttered. The 
space between the aisles was narrow, eliminating the use 
of carts or trucks by employees in gathering items 


A REAR VIEW of old building shows shipping and receiv 
ing departments. Photo was taken from one of three ware 
houses, two of which were three blocks from main building 





REELS now are located on convenient racks where they 
can be located easily and quickly. A measuring and cutting 
machine is adjacent to the racks for fast service. 





NEW BINS were constructed for use in the new building 
All items are stacked according to manufacturer and product, 
and aisles now are wide enough to permit use of carts. 


SHIPPING AND RECEIVING departments of new opera- 
tion are uncluttered and provide three dock-levels to ac- 
commodate various size vehicles for pickup and delivery. 














... plus time and labor saving innovations 








CATALOG DEPARTMENT is maintained in a separate 
room. In addition to office supplies equipment here, a stencil 
copying device is used for promotion materials 










& 






OFFICE PROCEDURES at new location have been set up 
to facilitate an ease in flow in the processing of orders 

Executive offices are at the rear of the general office INTERCOM system is stra- 
tegically located throughout 
the office and warehouse. Sys- 
tem enables all personnel to 
answer calls more quickly, 
which in turn gives better and 
faster service to the customer. 















INDIVIDUAL BINS for wire are maintained in the 17,000-sq 
ft warehouse. Tags on each roll indicate size and the amount 
remaining. Bins are numbered as code for type of wire. 







TO FACILITATE ORDERS further, a warehouse control 
center is maintained by the warehouse manager. Telephone 
orders are relayed to this point for fast delivery 
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MODERNIZED facade plus new entrances gives 1912 build- done while business went on. Note steel beams in front of 
ing new look. Top-to-bottom renovation cost $200,000, was building to prevent backing-up trucks from doing damage. 


Top-to-Bottom Renovation 


Mill-Power Supply, Charlotte, N. C., stayed in mid-town, 
By Herb Cavanaugh expanded its operation, eliminated parking problems and 
increased space. How? Customer-geared renovations. 


POWER LINE-UP packs big wallop in fast service department. This factor plus COLOR and new lighting add efficiency 


new conveyors, chutes, passenger and freight elevators round out remodeling to enlarged Mill-Power general office. 
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INSTALLATION of oversized doors, such as this one, speed 
up shipping and receiving, eliminate parking problems 





a’ 


Improves Service 


«4 E SWITCHED our old look 
to a new one, and it increased 
our efficiency 100%, our stor- 

age space by 30%, and employee 
morale climbed to a new high. Every- 
one here feels that it’s a pleasure to 
be an electrical distributor—one who 
can compete in this tremendous, grow- 
ing market.” 





November, 


Chis is what B. Merritt, vice presi- 
dent, Mill-Power Supply Co., has to 
say about the Charlotte, N.C. elec- 
trical distributing firm’s recent, top- 
to-boittom renovation project that 
transformed its 1912 warehouse into 
a streamlined 1960 operation geared 
to furnish top wholesaling service 
e Not Easy—tThe job was no simple 








MEZZANINE was built to take advantage of valuable cubic 


feet of storage space, which was increased by 


30% 


task. It had to be done without in 
terruption during the daily in and out 
flow of materials. Layout and super- 
vision of work was headed by Newt 
Montgomery, Mill-Power’s chief sales 
engineer (f July °60, p. 42). Ac- 
cording to Montgomery, “it was a 
good test of coordination and 


patience.” 





COUNTER and display area was streamlined to accommodate more displays, handle 


more customers and increase service 
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Also to permit visual supervision 


CONTINUED 





Top-to-Bottom Renovation (cont.) 





‘A Steak Dinner to Anyone Who Can't Park!’ 


es 


‘ 


ELECTRICAL conveyor (above) plus 
spiral chute make for efficient materials 
handling despite four-floor arrangement. 


~\ 


BRAIN trust behind renovation are: left, 
Newt Montgomery, chief sales engineer; 


B. Merritt, vice president of the firm. 


e Making it Work—Montgomery says 
that in addition to the new building 
facade (see picture), “we took the 
old warehouse that was originally 
seven, 25-ft sections and knocked 
down partition walls. We leveled off 
floors with concrete grout and mill- 
type flooring, enabling us to raise our 
storage space from 45% to 75%.” 

A new mezzanine (see picture) also 
contributes to more efficient use of 
space by getting the most out of cubic 
footage. 

With the installation of a spiral 

chute and electric conveyor (both 
rapidly paid for themselves in labor 
saving costs), along with a 10 x 10-ft 
fast freight elevator, Mill-Power has 
been successful in working out an ef- 
ficient system of materials handling 
despite its four-story, 100,000-sq ft 
size. 
e Change of Plans—According to 
Merritt, “we were going to construct 
a new building for ourselves on the 
outskirts of town, but after considera- 
ble deliberation, we decided that a 
move like that would definitely 
crease our business. 

“Why? It would mean sacrificing 
convenience for hundreds of our 
downtown city counter customers. It 
would mean employees would have to 
travel further and it would mean that 
we would have to have dining facili- 
ties to accommodate them.” 

e Parking Solution—*“At this loca- 
tion,” Merritt, “we are at the 
crossroads of the Carolinas—which 
means excellent transportation facili- 
ties. Parking? It had become a little 
congested, but we appealed to city 
Officials and it is now a one-way 
street.” The problem has also been 
largely overcome by installation of 
oversized and careful 
management of trucking and parking 
activity in front of the building. In 
fact, Merritt is so confident that cus- 
tomers can find parking space that 
he’s offered a steak dinner to anyone 
who can’t. 

e What’s Economical?—Prior to re- 
modeling, Merritt visited other cities 
to see what other firms were doing 
when it came time to move, build or 
modernize. He came up with the fol- 
lowing conclusion: 

“Just because others are moving, 


de- 


says 


access doors 


it didn’t mean that we had to. We 
are dictated by what is economical 
and what is, therefore, good business. 
We have so much space to work with 
at this location. If we built another 
house we would need at least the 
same amount—overhead or all on 
one floor. That’s 100,000 sq ft! The 
points to consider were the employ- 
ees, customers, efficiency and money. 
This building suited our operation. 
We didn’t want to suit our operation 
to another building. Now that the 
remodeling’s done, it fits us like a 
glove.” 

e More Features 
volved practically 
building: a new 
a new freight elevator; a 
senger elevator; a modern display 
area (the counter was stream- 
lined to accommodate this); more and 
better lighting and color 
throughout the building. 

Other features of the building’s new 
face are: big and oversized new access 
doors; beams driven into the ground 
close to the front of the building to 
prevent backing-in trucks from doing 
the building damage. 

e Office Ideas—In the general office 
area, colors are used to brighten 
things up and to raise employee mo- 
rale. Merritt, who emphasizes the 
value of neatness, that panel 
doors must be closed and all unnec- 
essary paraphernalia put away and 
out of sight. Reflecting vinyl floors, 
high powered lighting and “plenty of 
acoustical ceiling effects to reduce 
noise,” are other highlights that have 
increased the efficiency of the Mill- 
Power organization. 

e Training Concept—‘‘Kardex is used 
rather than machines,” says Merritt. 
“When trainees come through the 
ranks they must see how things are 
done. They have to handle the ma- 
terial on paper—it’s the only way 
they get to know it thoroughly. They 
have to realize that they are not the 
only ones who handle it and that gets 
across the point that they must be 
neat, efficient and try to learn what 
they see.” 

Modernization, thrift, efficiency, 
neatness—“these qualities,” says Mer- 
ritt, “are what make us a close-knit, 
top-service organization.” 


Remodeling in- 
every area of the 
employee entrance; 
new pas- 


area 


use of 


says 
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Pacific Wholesale Electric's 
new house: designed so that 


customers can... 





a ae lace 





DRIVE THROUGH 







GO THROUGH 


SEE THROUGH 


Efficiency That's Built In 


N INCREASE of 50% in counter 

business is only one reason Ralph 

Rohrbach is happy about the de- 
sign of the building that houses his 
Pacific Wholesale Electric in San 
Diego. 

There are many other features that 
have proved as valuable as they look- 
ed in the plans—the drive-through 
area for counter, will call, shipping 
and delivery—the wide aisles—the 
lighting—the heating—and others bet- 
ter shown in the accompanying photos 
taken at this 22-year old San Diego 
supply house. 

e Many Needs—Behind PWE’s move 
was the so-common need for parking 
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By Howard J. Emerson 


space as well as the desire for a more 
functional and modern arrangement of 
warehouse and office space. 

The old PWE building shared a 
block with Graybar-San Diego. Both 
houses needed more space. Graybar 
had new quarters, PWE’s house was 
old, So Rohrbach sold land to Graybar 
and designed a facility for PWE that 
would need no parking space for 
trucks picking up or delivering. 

In addition to 5,000 sq ft of em- 
ployee and visitor parking lot, the new 
Pacific Wholesale Electric building has 
30,000 sq ft of usable space under 
one roof, with 6,000 sq ft of that used 
for drive-through-ways. Located on 


the edge of San Diego’s one-way 
street system, the building’s facilities 
offer considerable incentive to the will- 
call or the contractor who must pick 
up a few items and get out to the 
job in a hurry. 

e Modern Design—Rohrbach’s organ- 
ization profits, too and shows it by 
handling more business with less per- 
sonnel than used at the old location. 
Wide aisles, high intensity lighting, 
efficient relationship of units, partition- 
free offices, air conditioning and radi- 
ant heat—all are shown in this pic- 
ture tour of one of the best designed 
medium-sized wholesale operations in 
the country. 


Turn page for more views of PWE’s new house 











OUTSIDE view of Pacific Wholesale Electric’s drive-in for 
counter customers shows 20-ft wide, 14'2-ft high doors that 
permit easy entrance for many vehicles. When finished, cus- 
tomers continue through double building to street. 


ae my dts : ~ . 

seen looking left from 
and spaciousness. When 
a balcony can be suspended from beams, 
adding 6,000 sq ft of space at minimum cost 


WILL-CALL and shipping areas, 


entrance, emphasize neat efficiency 


volume justifies 


Built-in Efficiency (cont.) 














INSIDE view, looking toward entrance, shows 4,000-sq ft 
drive-through-way that gives customers access to counter 
(left) and to will-call (right). Photo was taken from door 
through which trucks exit to next street. 


The Big Attraction Is 


IMPRESSIVE 14'4-ft high door marks passage from new 
building to older building. Opening, specially designed, is 
equipped with oversize fire door, enabling truck-trailers to 
unload and continue out to street without backing up 


Efficiency Is Helped 
By Easy GO-THROUGH 


WIDE AISLES (6 ft) wer 
new PWI passage 
of forklifts placement of 
pallets in aisles with room to pass. Access 
to stock from inside parking area encour 
ages considerable self-service 


planned for 
building to 


and 


enable 


permit 


has resulted 
In increase in individual order purchases 
Supermarket baskets are stock 
clerks, available to self-service customers 


used by 

















CITY COUNTER is seen looking right from entrance. Pick- 
up business rose 50% when customers found they could drive 
up to well-lighted (200 ftc) counter, thus avoiding parking 
problems on street or lot outside 


DRIVE-THROUGH 


INSIDE older, connected building, PWE locates heavy stock 
Pipe is to left. Between racked and stacked reels is measuring 
and cutting aisle with coiling equipment. Racks in front of 
reels (right) hold plastic conduit. 


Relations Are Improved By SEE-THROUGH 


OPEN VIEW between stock-shelves and offices was 
planned to create feeling of open house for customers. 
Plate glass cuts sound. 


FRIENDLY ATMOSPHERE was achieved by 
eliminating private offices. Only movable partitions 
topped by glass separate offices. Desk-level lighting 
125 ftc. President Rohrbach is at left 
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Other Features 
Have Proven Valuable .. . 


TYPICAL of time- and labor-saving features ts con 


veyor belt from main floor to balcony. City counter 
is just to right of stairs 








Why FHA Lighting Specs 


The Case 


For Better Standards 


RECENTLY, the American Home Lighting Institute 
summarized what it called “Facts and Arguments for 
Lighting Specifications in FHA Minimum Property 
Standards.” Copies of this summary were sent to lighting 
manufacturers and all national associations interested in 
better home lighting as a first step to unite the industry 
for the purpose of seeking higher FHA standards. 

In stressing that specific standards of installed lighting 
are essential to the health, safety, convenience and livabil- 
ity in a home, AHLI contends that these standards are 
being violated in a great majority of homes now being 
built in the United States. 

“The Minimum Property Standards . . . developed by 
the FHA actually encourage these violations,” the AHLI 
summary states. One paragraph in the Standards “not 
only contradicts the clear requirement of the opening 
paragraph, but it also absolves both the builder and the 
government from responsibility for providing installed 
lighting, leaving this important and difficult job up to the 
home buyer . . . Instead of encouraging improvement in 
standards, it actually encourages inferior standards.” 

e The Contradiction—Section 1007-4 of the Minimum 
Property Standards states “Permanent lighting fixtures, 
wall switch controlled, shall be installed in living rooms, 
kitchens, halls, dining rooms, bedrooms, bathrooms and 
other habitable rooms.” The next paragraph, however, 
nullifies this by asserting that “Switched convenience out- 
let or outlets may be substituted for permanent lighting 
fixtures . . . when acceptable to the FHA field office.” 
Basically, the AHLI’s intention in its summary is to 
unite the industry in urging the deletion of this para- 
graph from the FHA Standards. In addition, the Institute 
believes serious consideration should be given to specific 
requirements which would encourage improvement in 
lighting standards. 

In presenting facts to back up its position, AHLI lists 

some of the human needs which require ceiling and wall 
fixtures for general and specific task purposes. These in- 
clude needs for such purposes as health, safety, conven- 
ience and the intangibles. 
e Human Needs—"Lighting is not something optional, 
to be provided by the homeowner in some vague way if 
he wants it and can find some practical way of getting it,” 
the report continues. “In some respects, the obligation to 
provide proper lighting is as great, or greater, than the 
obligation to provide heat and plumbing facilities ... A 
human can suffer headaches, nausea, nervousness, fatigue 
and numerous other discomforts from improper lighting 
without recognizing the source. 

“Studies show that human beings are human seeing 
machines. Their efficiency, welfare, behavior and happi- 
ness are dependent on light and vision.” 

Many surveys show that the average homeowner wants 
better lighting, AHLI reports. However, the same surveys 
indicate that he does not have the sensory acuity to make 
this desire specific nor the technical knowledge to fulfill 
this desire for better lighting. Because of this, AHLI 
contends there should be more obligation on the part of 
the builder, FHA and all others involved in lighting. 
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An Interview with 


AHLI President Maurice Rosen 


Q. Why is there a contradiction in the FHA Minimum 
Property Standards for installed lighting? 

A. I don’t know why. All we can look at is the practi- 
cal application. In effect, the builder could practically do 
pretty much what he wishes with lighting. The way the 
standards are written today they are so non-specific that, 
the builder could put almost anything he wishes into a 
home and still comply with the lighting fixture standards. 
There is no description in the FHA Standards. There is 
no requirement as to performance, as to foot candles, as 
to the number of lamps. 

These should be spelled out in detail. The FHA details 
all other specific requirements, and yet does not for 
lighting. 

I do not know who was consulted at the time the 
specifications were written. Maybe the entire industry is 
at fault—the manufacturers, distributors, contractors and 
utilities. Probably all of us are at fault to allow this 
condition to be conceived and to persist for so many 
years. I think it’s criminal for any person to purchase a 
home, be it $10,000 or $16,000, and have something 
completely inadequate. And that’s exactly what is happen- 
ing as far as lighting in concerned. 

Q. Do you feel that the public wants more in the way 
of lighting today than 5 or 10 years ago? 

A. Unquestionably. It manifests itself in our product 
mix. I'll go back a little more than five years ago—say 
before World War II. Our entire industry knew nothing 
but a brass finish, a bronze finish; or if it was sprayed 
finish, it was a sprayed white finish. That’s ali we ever 
knew. 

Today, we're dealing with not only the bronzes and the 
brasses, but we have an entire gamut of colors. We have 
different materials today than we ever conceived of be- 
fore. We're using not only the plaster metals but we’re 
using perforated metals. We're going into coated mate- 
rial and pi.stics. 

The consumer is being educated to something better. 
Lighting has become more of a style item—more of a 
design item than ever before. The consumer definitely 
is becoming more style-conscious, and wants different 
types of lighting. 

Q. What is it going to take to raise the FHA standards 
or get less vague definitions? 

A. We are doing it the hard and difficult and tedious 
and slow way, as an industry. The EEI is working for 
better lighting. AHLI works for better lighting. We have 
the “Light for Living” and “Medallion Home” programs. 
And we’ve been successful to the extent that statistically 
—in the last five years—we’ve raised the average number 
of fixtures per home from 9 to 14. And basically this is 
through better education. 

We would like to have a minimum of 26 fixtures per 
home. Obviously, we know we're not going to get 26 
tomorrow or in 1963. However, the trend is apparent. 
The condition could be bettered if FHA would correct 
the Minimum Property Standards. That’s where the 
whole thing could be accelerated. It’s manifestly unfair 
that they don’t do it, especially when they spell out 
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Should be Upgraded 


everything else in detail. 

Q. Does AHLI have any programs to try to bring 
about changes in FHA’s minimum requirements for 
lighting? 

A. You cannot speak to the FHA as an individual of 
a vested interest. What we're trying to do is corral all of 
the organizations into the entity. We might be the fore- 
runner of it, in the Home Lighting Institute. We plan to 
get the support of other organizations and discuss our 
theories with FHA—but not in a critical fashion. We're 
not going to Washington to fight with them. We're not 
going down there to criticize them. We're going to try 
and illuminate the situation and the facts as they exist. 

I think basically what the FHA is doing is right and 
proper and the intentions are absolutely sound. Every- 
thing they are doing is to encourage improvement in the 
home standards. If we can point out with validity certain 
things, I think they will go along. I don’t think AHLI 
alone should seek changes. It must be the industry as a 
whole. That’s what AHLI is trying to do now; interest 
the entire industry that minimum standards must be 
changed. We're trying to get additional facts and figures 
to substantiate our position. 





“Standards should be in detail.”’ 


Q. Do you anticipate any opposition from any or- 
ganized groups in the industry? 

A. I don't think so. 

Q. Have any organizations been contacted by AHLI 
to cooperate in getting the standards changed? 

A. Yes. We are right in the process now of contacting 
many organizations. We have sent them a brief, and they 
are either setting up committees or circulating it among 
several or all of their members, and getting opinions and 
comments. We’ve done it among our own members. We 
sent it out and asked for additional aspects. The more 
opinions we get will help greatly. One thing is certain. 
We won't see the FHA until we think we’re pretty well 
canvassed all of these people. 

Q. Do you have any kind of timetable in mind when 
you might see FHA personnel? 
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A. No. Just as quickly as we can accomplish it, I 
think, the better. But there is no target date. 





“Better lighting will be a trend.” 


Q. Is there any reason why the home builder doesn’t 
stress adequate lighting in homes? 

A. No. I think certain builders, manufacturers and 
merchants are short-sighted. They will cut corners and 
circumvent wherever possible; if they are extremely cost- 
conscious they will cut it right down to the bone. Other 
builders are trying to get better values, so they find that 
it is necessary to give better values to merchandise homes. 

They are not selling homes as easily today as they 
were five years ago. They have to have some value; but 
then the main price is a big factor in our whole economy. 
And yet, I don’t think they would be opposed to a change 
in FHA lighting standards. I think they would be agree- 
able to it; I think it would help the life of the building 
industry if they gave better value. 

They are all looking for things to help merchandise 
homes today which they weren't looking for five years 
ago. They are looking at ranges; they are looking at 
intercoms; they are looking at many things which are 
high-ticket items. Some of them are doing it as optionals. 

It depends upon the individual builder. However, I do 
not think that the builders as a group or an association 
would be opposed to better lighting. If the requirements 
are there I think the net result is that they'll have better 
value and sell more homes. If they put (the cost of good 
lighting) into the mortgage originally, that’s the impor- 
tant thing. But, it costs too much money when the home 
owner gets into structural changes for relighting. 

We're on the right track. First, we—as an industry 
will try to get the FHA to make its standards less 
vague. And the next step will be to specify what minimum 
standards there should be. It’s a two-step procedure. 

We'll go all the way in our original comments to 
FHA personnel. but we're going to give them all the 
data as far as what is generally accepted as minimum 
standards from a practical standpoint. I know the odds 
are a thousand to one they can never accept that. If they 
only go this far, which is the minimum, I think 90% of 
the battle is won. 
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THE SALESMAN’S TECHNICAL NOTES 





SCKIES -FARACLEL CVRCUITS 





MoToRsS LIGHTS 








~~ BRANCH 
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JP vencsitesen 


SERVICE 


SIDEWALK HEATING CABLE 


‘s a practical evample of @ serres- 
parasle/ crrcush : 





JUNCTION BOX 








1OO-FT LOOP 





CABLE RESISTANCE: 
-0O2 OHM PER FT. 


a 100-FT LOOP ) 


fach foop may be considered 70 be /00 
.02- 04m resistances 77 ser/es ; Two 
loops 4ed trom a single yunction box 
are i772 paralle/, 
TOTAL RESISTANCE OF EACH LOOP: 
oOo xX .02 = 2 OHMS 























EQUIVALENT RESISTANTE OF TWO 
LOOPS IN PARALLEL: 


2 OHMS a 


1 HM 
2 ° 


TOTAL CURRENT: 


240 VOLTS 
| OHM 


= 240 AMPS 


CURRENT IN EACH LOOP: 
240 AMPS 
2 


= 120 AMPS 


VOLTAGE DROP IN EACH LOOP: 
240 VOLTS 
loo FEET 


= 24 VOLTS PER FT. 


DISTRIBUTION SYSTEMS 





are tree-like combinations of 
series-paralle/ cireurts. 





PROBLEM: 


Find total current? faker by serves- 
haralle/ circat? shown; curren? 
through each resistance; vo/fage 


across C€8ach res/starice. 
R, 4onms 


120 VOLTS 


! 


SOLUTION: 


EQUIVALENT RESISTANCE OF TWO 2 -OHM 
RESISTANCES: 


2 OHnMS 
2 


EQUIVALENT CIRCUIT: 











= | OHM 





WA— 
{ 
120 VOLTS 


1 


TOTAL RESISTANCE OF RESULTING 
SERIES CIRCUIT: 


4+ 





= 5 OHMS 


TOTAL CURRENT: 


120 VOLTS 


= 24 AMPS 
S OHMS 


TOTAL CURRENT DIVIDES THROUGH 
Re AND Ra: 


28 = I2 AMPS EACH 
VOLTAGE ACROSS PR, : 
4 OHMS x 24 AMPS = 9G VOLTS 


VOLTAGE AcROSS R, AND Rs: 


2 OHMS x 12 AMPS = 24 YOLTS 


THESE TWO VOLTAGES ARE IN SERIES: 
TOTAL VOLTAGE DROP = 
56+ 24 = 120 VOLTS 

= IMPRESSED VOLTAGE 
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Pinpoints the Information You Need on... 





Circuit Studies 


By J. F. McPartland 
and W. J. Novak 


LTHOUGH circuits are divided 

into two basic categories—series 

and parallel—based on operating 
characteristics, analysis and applica- 
tion of modern circuits for power, 
light, heat, signals and communica- 
tions almost always involves both 
series and parallel considerations. 

Take the simple case of a kitchen 
appliance circuit whi¢h supplies, say, 
a coffee maker, a toagyter-and an elec- 
tric frying pan. appliances are 
connected by cord and plug to re- 
ceptacle outlets. In each appliance, 
the heating elements may be con- 
nected in parallel. But this parallel 
load is actually in series with the re- 
sistance of the conductors in the 
power cord. Thus the circuit to each 
appliance from the wall outlet is a 
combination series-parallel circuit. 

Then consider the branch circuit 
from the panelboard to the wall out- 
lets. The three appliances—each a se- 
ries-parallel circuit, as we have seen 
—are connected in parallel across the 
branch circuit conductors. But “gain, 
we have the resistance of the branch 
circuit conductors connected in series 
with the parallel load of three ap- 
pliances. And if the electrical system 
is traced further back toward the 
generator or other source of supply, 
it will be found that there is a con- 
tinuing succession of series and paral- 
lel elements associated with each 
other. 

A diagram of almost any electric 
supply system shows a tree-like de- 
velopment of series and parallel cir- 
cuits, with the generator as the trunk 
of the radial branches and_ sub- 
branches. The generator produces the 
voltage which causes current flow 
through the entire system. It also sup- 
plies the total amount of current re- 
quired by all of the load devices— 
lamps, motors, etc.—connected at the 
extremities of the system. 

In flowing through the system, this 
total current is subdivided among 
various parallel circuits. And as any 
current flows to any part of the system, 
there is a voltage drop in accordance 
with the series formula E--IR. The 


voltage is, therefore, maximum at the 
generator and is successively reduced 
from point to point as current flows 
to the loads. 

Calculation of voltage, current and 
resistance values in series-parallel cir- 
cuits is a simple matter of correlating 
separate series and parallel calcula- 
tion in accordance with the basic 
relationships for each type of circuit. 
With given circuit voltage and given 
resistance values, the first step in cal- 
culating currents is to determine the 
effective resistance of each parallel 
group of resistances an dthen treat 
the circuit as a purely series circuit. 

Take, for instance, the simple case 
of a 4-ohm resistance ¢>nnected in 
series wiht two parallel resistances of 
2 ohms each, with the combination 
circuit supplied from a_ 120-volt 
source: 

Considering the two 2-ohm resist- 
ances in parallel, we know that when 
a number of parallel resistances have 
the same ohmic value, the effective 
resistance of the group is equal to 
the ohmic value of one of the re- 
sistances divided by the number of 
resistances connected in _ parallel. 
From this, the effective resistance of 
the two 2-ohm resistances in parallel 
is 1 ohm, and this is connected in 
series with the 4-ohm_ resistance 
across the 120 volts. 

Dividing the 120 by the total of 5 
ohms resistance (1 ohm plus 4 ohms), 
we get a current of 24 amps flowing 
from the source and through the 
series-parallel combination of resist- 
ances. This 24 amps flows through 
the 4-ohm resistance and through the 
parallel group of 2-ohm resistances. 
Since the two parallel resistances 
have the same value, the current will 
divide equally in flowing through the 
two paths. A current of 12 amps will 
flow through each of the parallel re- 
sistances. Note that the current is 24 
amps up to the parallel group, be- 
comes 12 amp through each resist- 
comes 12 amp through each resist- 
ance and then becomes a single 
from the two parallel resistances to 
return to the voltage source. 

Considering the above example 
further, the current flow of 24 amps 
through the 4-ohm resistance pro- 
duces a voltage drop of 4x24 (from 
E=IR) or 96 volts. The current flow 
of 24 amps through the 1-ohm effec- 
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tive resistance of the parallel 2-ohm 
resistances produces a drop of 1x24 
or 24 volts, which, added to the 
previous 96 volts, accounts for the 
120-volt pressure of the source. 

Still another evaluation which can 
be placed on the foregoing problem 
is to subtract the 96 volts (4x24) 
from 120 volts, indicating that 24 
volts are impressed across the paral- 
lel resistances. Then dividing this 24 
volts by the 2-ohm value of each 
resistance, we get 12 amps as the 
current flowing through each of the 
parallel resistances. This, of course, is 
a check on the previous calculation 
In such problems, the basic formulas 
of Ohm’s Law provide for double 
checking to minimize the chance of 
error. 

Although the foregoing was a sim- 
ple matter of arithmetic calculating, 
the most complex circuits, can be re- 
duced to similar step-by-step analysis 
and calculation based on the funda- 
mental relationships 


The procedure for solving series- 
parallel circuit configurations can be 
applied to all or any part of an elec- 
trical system. In our present-day 
power and light systems, the feeder 
and branch circuit conductors are 
considered to be series resistances. So 
also are tap conductors which supply 
individual load devices, such as taps 
to lighting fixtures. Load devices— 
lights, motors, etc.—are generally 
connected in parallel with each other. 
However, at any panelboard, the 
branch circuits or feeders are con- 
nected in parallel on the busbars. At 
switchboards, the outgoing circuits 
are connected in parallel with each 
other. 

And the feeder to a panelboard or 
the service conductors to a switch- 
board are resistance values connected 
in series with the effective resistance 
of the parallel load circuits. For any 
voltage level, either the terminal volt- 
age of the utility’s service or the sec- 
ondary terminal voltage of a trans- 
former that is used to step from one 
voltage level to another, the same 
approach is used. 


Next Month: Power and Energy 








Meeting Emphasizes Common 


Central Region NAED meeting at Mackinac Island features 


four stimulating distributor-manufacturer idea-exchanges. 


IRESSING “Operation Manage- 

ment,” distributors and manufac- 

turers got down to some serious 
and profitable discussions at the Cen- 
tral Region meeting of the National 
Association of Electrical Distributors 
September 25-28 at Mackinac Island, 
Mich. 

The four-day meeting basically was 
broken down into four workshop ses- 
sions. Both distributor and manufac- 
turer groups participated vigorously 
in discussing problems common to 
both. 

Between 30 and 40 persons attend- 

ed each session, which was presented 
twice daily for two days. The meet- 
ings included procedures, equipment 
and inventory management; financial 
management and managing for the 
future; personnel management, and 
management. Respective work- 
shop chairmen were Edward F. Anix- 
ter, Englewood Electrical Supply Co.; 
A. T. Korsmeyer, The Korsmeyer 
Electric Supply Co.; L. B. Mangione, 
Electric Supply Corp., and W.. T. 
McNaughton, McNaughton-McKay 
Electric Co. 
e Vital Topics—Good group partici- 
pation highlighted each of the 
sions. Among the topics 
were credit, company insurance—in- 
cluding product liability—simplifica- 
tion of office procedures, employment 
and training of personnel, sales meet- 
ings and types of distributor compen- 
sation to salesmen. 

According to many distributors and 

manufacturers, this second annual re- 
gional meeting was the most interest- 
ing and profitable they had attended. 
All agreed that only through this type 
of meeting could the two groups of 
the electrical industry better under- 
stand, and make attempts to solve, 
common problems. 
e Common Problems—lIn explaining 
the overall distributor-manufacturer 
situation, C. E. Butler, Jr., Central 
Region vice president and president 
of Butler Electric Co., Inc., St. Louis, 
said that manufacturers’ problems in 
dealing with distributors are no dif- 
ferent from the distributor’s problems 
in dealing with his customers 

“Let’s just say the only difference 
is in degree,” he added. “As distri- 
butors, we think we have more of the 
same problems. The degree is that we 


sales 


ses- 


discussed 
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BOTH DISTRIBUTORS and manufacturers participated extensively at 


who make re- 
the manufac- 


customers 
than do 


have more 
quests of us 
turers. 

“Still, it would seem that the manu- 
facturers are far more firm in their 
policies than we are in our dealings 
with customers. This is where the de- 
gree is in favor of the manufacturer.” 
e Better Means—Butler stressed that 
there is a need for both distributor 
and manufacturer to communicate 
with each other more in the future 
than has been evident in the past. 
This, he added, can be done either on 
an. individual company-to-company 
basis, or collectively, such as at com- 
bined meetings. 

“By this I don’t mean to infer that 
we both open up our secret files to 
each other,” the regional vice presi- 
dent continued. “I mean there are 
any number of plans developing in 
our respective firms that can and 
should be held in common trust for 
our common good—especially those 
plans that are destined to affect our 


sessions. 


future relationship as 
business.” 

e Bigger Thinking—In stressing a de- 
finite need in the industry for more 
constructive and critical appraisal by 
both groups, Butler praised both dis- 
tributors and manufacturers for in- 
telligently discussing the problems 
with each other at the meeting. Both, 
he added, took the opportunity to ex- 
press their views irrespective of the 
favor or disfavor these views met. 

Butler sees the day when negotia- 
tions between the two will cease being 
a sparring match on opposite ends of 
the bargaining table and, instead, take 
on all the signs and symptoms of en- 
lightened teamwork. 

“Nothing can speed up this pros- 
pect faster than the right amount of 
two-way communications at the right 
time,” he said. “Without proper com- 
munications, we stand the risk of 
ignorance; ignorance breeds con- 
tempt, arrogance and disloyalty— 
and this is not the best attribute for 


partners in 
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Problems 


a really successful partnership. 

“The beginning of wisdom for all 

of us in this industry is found in the 
communication of ideas. The owner 
or manager of a company can never 
stop broadening his knowledge of the 
industry he is working in. No one is 
ever too old to learn something new 
—no one too smart that he can’t get 
smarter.” 
e Repetition Needed—aA _ discussion 
of common problems can stand repe- 
tition, Butler stressed. He added that 
both groups must always be ready 
not only to expose themselves to new 
and different views of others, but also 
to even question the pattern of man- 
agement thinking within their own 
companies. 

“We are the biggest challenge we 
will have to face in the future,” 
Butler concluded. “However, with the 
proper balance of patience, diligence 
and imagination we can muster—plus 
the advantage of two-way communi- 
cations—there can be no limit to the 
possibilities in store for our individual 
companies and our industry.” 

Distributors and guests at the an- 
nual NAED meeting totaled 346. 





4 
‘ 





MEETING was held in beautiful setting 
View here is in front of Grand Hotel, 
Mackinac Island, Mich. 


WATCHING golfers tee off for first 
hole during tournament are these dis- 
tributors and manufacturers. 








in “SS 
~ 


ANTICIPATING profitable discussions and pleasure are these conventioneers heading for Mackinac Island by ferry. 
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FEATURED SPEAKER at 
was J. P. Hamblen, Southern Electric Supply Co., 


Missouri River Club meeting 


Houston, 


Tex. His topic was “An Electrical Distributor.” 


Distribution Methods’ Is Topic 


Speakers at the Missouri River Club emphasize that the 
electrical wholesaler is the best method of distribution, 
although many problems must be met and overcome 


DISTRIBUTORS Mid 


three-day meeting 


from four 


ings attracted 235 electrical dis- 

tributors and guests at the sixth 
annual meeting of the Missouri River 
Club last September at Excelsior 
Springs, Mo. 

The theme this year pointed up the 
fact that “the electrical wholesaler 
is the best method of distribution.” 
¢ The Definition—Among speakers 
pointing out the importance of the 
distributor, J. P. Hamblen, chairman 
of the board of Southern Electric 
Supply Co., Houston, Texas, pre- 
sented his ideas as to the wholesaler’s 
functions. 

“The distributor’s function is to get 
the manufacturers’ products into the 
hands of the consumer through use 
of the most efficient trade channels 


Tis: DAYS of profitable meet- 


West 


States 
Attendees, including guests, totaled 235. 


attend the 


at the least expense to the manufac- 
turer and at a profit to the distribu- 
tor,” he stated. 

The Texas distributor pointed out 
that the most efficient way to carry 
through this function is for the dis- 
tributor to stock adequately all items 
he sells under his own roof. 

“And to do this effectively, we 
need fewer lines,” he added. “With 
fewer lines, we can control our in- 
ventories better; we can do a better 
job for the manufacturer. In turn, 
the manufacturer will cooperate with 
us better. 

“First, and foremost, the distribu- 
tor will lose orders if he doesn’t have 
items in stock. Let’s face it. The dis- 
tributor was here before manufac- 
turers’ local warehouses. If we do a 


Four speakers stressed the theme that “the electrical whole- 
saler is the best method of distribution.” 


will have 
which to 


ourselves, we 
stocks with 


better job 
fewer local 
contend.” 

In emphasizing that he was talk- 
ing about local warehouses—not re- 
distribution centers, Hamblen contin- 
ued that it was unwise for distributors 
to be running out of stock continu- 
ally. Every piece of paper processed 
has a price on it, and should be 
watched carefully, he added. 
e Least Expense—After determining 
where and how products can be sold 
most effectively to get them into the 
hands of the ultimate consumer, 
Hamblen pointed out that this must 
be done at the least expense to the 
manufacturer. 

“Every roadblock the manufactur- 
er throws our way means added costs 
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At Meeting 


for us,” he emphasized. “In turn, 
this cost eventually must be added 
back to the manufacturer.” 

Listing some of the “roadblocks’ 
as poor delivery and trade discount 
policies, the distributor stressed the 
need for standardization of policies 
by manufacturers. 

“Terms and price discounts, for in- 
stance, should be standardized. With 
our operation, we prefer the 2% sys- 
tem because we like to get paid for 
everything we sell. The best way to 
go broke is to stress an overextension 
of credit. 

“As far as delivery is concerned, 

manufacturers make unrealistic prom- 
ises. Personally, we would prefer the 
factory would add 30 days to an 
order rather than give us an unreal- 
istic date for shipping. At least we 
would have a more reliable basis on 
which to expect a delivery. Right 
now, telegrams and telephone calls 
are costly in money and time. This 
industry is spending entirely too much 
money on delivery problems.” 
e Need Profits—Hamblen said that 
if the distributor cannot make a reas- 
onable profit on each sale, he has 
no business in the industry. In ex- 
plaining ways to add to profits, he 
listed three practices: refuse unprofit- 
able orders, initiate minimum pur- 
chases and refuse to be a banker for 
the customer. 

“Basically, we need to analyze our 
accounts,” he added. “Many of us 
might be surprised who our friends 
are. Management supervision is nec- 
essary for profits and strong financial 
conditions. We must constantly re- 
member what we already know.” 
© Plan Needed—In stressing “A 
Sound Approach to Successful Elec- 
tric Distribution,” C. Gregg Geiger 
stated that the scale, scope, size and 
complexity of the industry are the 
major problems facing the electrical 


, 





AFTER evening social event, Mr. and 
Mrs. A. G. Viola relax in lobby of con- 
vention hotel. Viola is with Wagner Elec- 
tric Corp., Kansas City, Mo. 


distributor and manufacturer. 

“We are now in a scientific revolu- 
tion,” the general sales manager of 
Johns-Manville Sales Corp., Dutch 
Brand Div., Chicago, continued. 
“First, the distributor must have a 
good grasp of his marketing situa- 
tion. He must outline a plan to meet 
the situation and then he must put 
the plan to work and make it work. 

“For products, 80% of distributors’ 
sales come from 20% of their cus- 
tomers. Because of this, you must 
carefully guard that 20% of preferred 
customers. All policies can be tuned 
to better relations for the customer.” 

Geiger added that the distributor 
should not assume he knows all the 
right answers nor follow a “leader” 
blindly. 

“If we deal with our problems ef- 
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ON SOCIAL side, Missouri distributors 
get together. At left is Mr. and Mrs. 
Robert Lumley, St. Louis. Mr. and Mrs. 
Ralph Reid, Montoe City, are at right. 





KANSAS distributor W. W. Metzenthin 
(second from right), of Topeka, meets 
friends at social event prior to the start 
of the business sessions. 


fectively,” he says, “we can serve our 
customers better. In addition, we will 
be strengthening the root of the 
wholesaler in the electrical industry.” 
e Three Types—Distributors fall into 
three groups, as listed by President 
J. F. Whitehead, Jr., of DayBrite 
Lighting, St. Louis. These included 
those who “make things happen, watch 
things happen and don’t know when 
things happen.” He stressed that dis- 
tributors must “take stock, plan their 
objectives and take action” in order 
to make profits. 

Also addressing the group was 
Jerry Roush, Westinghouse Electric 
Corp., Kansas City. 

The Missouri River Club is an in- 
formal group of electrical distribu- 
tors from a four-state area of Miss- 
ouri, Kansas, Nebraska and Iowa. 
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ARCS AND SPARKS 








Just One More Question .. . 


‘Where does our loyalty lie—with our suppliers or our customers?" 
asks an anonymous distributor. Today, he adds, "we find a great 
deal more loyalty on part of our customers than our suppliers." 


Receive” appeared in ELECTRICAL WHOLESALING. 

The article concerned itself with the practice, that was 
then so prevalent, of manufacturers not adhering with 
any degree of consistency to their own price lists. After 
years of condemning distributors for being poor sales- 
men, manufacturers were meeting all competition with 
extra discounts. The article apparently became recom- 
mended reading. The only problem was that everyone 
was recommending; few were reading; and no one was 
heeding. Never have so many stones been thrown by 
so many people in glass houses whose shoes pinched. 

For awhile, everyone “got religion.” It appeared that 
cost sheets and quotations again meant something. For 
24 hours, we almost felt as though we could go back to 
selling again instead of serving as chief negotiators be- 
tween manufacturers and users. The dream was short- 
lived. The looseness of bloomers was more attractive 
than the firmness of girdles. Someone apparently said to 
some manufacturer, “the specifications are loose on this 
job,” and the rat race was on again. Extras were avail- 
able from 5 to 10% only for the cost of a ’phone call 
with no questions asked. 

To any distributors who may think that it is only the 
government who gives away their assets, let me tell you 
about a case that happened just this week. A well-known 
manufacturer came into our place of business to an- 
nounce a general price increase. Being somewhat con- 
cerned about a quotation that we had outstanding, we 
asked if there was any price protection on outstanding 
quotations. A simple question but we struck the discount 
chord, for he immediately asked how large the job was. 
We told him, and he very generously offered an extra 
5% if we were “in close.” Actually the job wasn’t very 
large and we had a good margin of profit in it already. 
We merely wanted to see if we could protect the con- 
tractor for another week or so until he was definitely 
awarded the job. Being an old hand at this now, how- 
ever, we thanked him for the discount, which in this 
case we were going to keep. To complete the story, today 
we received the order from the contractor based upon 
our original quotation. 

Apparently, nothing written, even if set to music, is 
going to wake up our manufacturing friends to the fact 
that their salesmen are probably more generous with 
their profits than their stockholders would like to believe. 
But would some good, kind manufacturer answer this 
question: “As distributors, where does our loyalty lie?” 
Naturally we are going to do everything we can to stay 
in business ourselves, but beyond this point, does our 
loyalty lie with our manufacturers or with our customers? 

Most distributors would make the off-hand reply that 
their loyalty belongs to the manufacturers they represent. 
After all, they are the manufacturers’ selling arm .. . 


| N October 1958, an article entitled “Ask and You Shall 
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they are their local warehouse . . . they do represent 
them in the trading area. That was the traditional an- 
swer. But loyalty is a two-way street. If our manufac- 
turing friends would again consider us part of their or- 
ganization, rather than some sort of a medium through 
which they must deal, we would then perhaps begin to 
feel a responsibility as a member of this manufacturing 
organization. 

Not all manufacturers are guilty of taking the easy 
road; nor are all distributors Simon-pure. But let’s look 
at the facts. As a distributor, if you want to rate ace- 
high with any particular manufacturer, be wined and 
dined at home and away, be on the first name basis with 
the president, and get your picture on his 1961 calendar, 
just move a lot of merchandise. You don’t have to pay 
your bills very promptly. You don’t have to stock any 
merchandise to speak of. Feel free to ask for extra dis- 
counts at any time. Carry as many competitive lines to 
his as you wish. Upset his other channels of distribution 
by violating his price schedule. Take cash discounts in 
30 or even 60 days. In short, do anything you please as 
long as you move merchandise. Oh yes, . . . and never 
ask one of your salesmen to go out on a job if at all 
complicated. Send your good friend, the manufacturer, 
out. Let him get the take-off and bring it back in to you. 
This will of course add to your volume, and back in the 
manufacturer’s home office, you will earn one more merit 
badge. 

Frankly, today in our business, which incidentally is 
doing very well, we find a great deal more loyalty on the 
part of our customers than we do on the part of our 
suppliers. This being the case, if the manufacturers are 
willing to give us these extra 5’s and 10's, don’t we have 
an obligation to our loyal customers to get it whenever 
it’s available Don’t we owe something to the nice little 
account who gives us his business year in and year out 
without any argument and pays his bills promptly and 
is standardized on our equipment? Don’t we owe him 
more than we owe the manufacturer who deals out 
extra discounts like a gin rummy hand? How much do 
we owe a manufacturer whose apparent sole interest is 
volume, and who has little or no interest in us, our 
future or our market? 

If you choose to answer this question, Mr. Manufac- 
turer's Executive, please don’t bother writing in and 
saying that this applies to someone else and explain your 
policy, because frankly, no matter how deeply you be- 
lieve your policy, no matter what grade of parchment it 
is written on, it is apparent that most of you don’t know 
what your own salesmen are doing in the field. You can 
better use your time to evaluate what's happening in 
your own company with your own salesmen and your 
distributors, most of whom really want to be a part of 
your organization in every sense of belonging. 
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OOOH look at that mess! 


...and it’s so unnecessary 
since Jefferson announced 


DIYOus 










the ballast 
that can't 
drip compound 


Gone forever is the danger of messy compound 
leakage. In the new Jefferson DRI-LOK ballast, 
conventional compound has been replaced by a newly 
developed thermo-setting material. This dry, 
solid-fill material is so physically and chemically 
stable it cannot soften or liquefy, cannot combine 
or react with any other material in the ballast. 
It fills the entire case and permanently bonds case, 
core and coil into one solid, voidless unit. 
The New DRI-LOK Ballast is Engineered to Meet 
Newly Proposed CBM Higher Light Output Standards 
Write today for complete details and specifications. 


Now In Production 


[Jefferson DRI-LOK 


New Blue FLUORESCENT BALLASTS 
JEFFERSON ELECTRIC COMPANY + BELLWOOD, ILLINOIS 
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H. G. Anschuetz* Ira L. Arkin Company* John M. Fincke Company* Heimann Company* G. M. Howard* L. Morris Landers Co.* 
113-115 North 23rd Street 4929 North Damen Avenue 1848 North Main Street 1401 Fairfax Trafficway 1301 6th Street 251 Spring Street, S.W. 
Philadelphia 3, Pa. Chicago 25, Illinois Los Angeles 31, California Kansas City 41, Kansas San Francisco 7, California Atlanta 3, Georgia 

Arbeiter Company* Brenner Electrical Sales* Herman O. Gerdts Heimann Company* Everett Jones H. L. Linder Elec. Sales Co.* 
3721 Washington Avenue’ P.O. Box 51 415 Lexington Avenue 1711 Hawthorne Avenue 4040 Mayfield Road 3911 Joy Road 

St. Louis 8, Mo. Houston 1, Texas New York 17, New York Minneapolis 3, Minnesota Cleveland 21, Ohio Detroit 6, Michigan 
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Mills Talbot & Company* A. J. Nelson Company The Sanderlin Company* 
1 Flint Street P.O. Box 5502 129 First Avenue West 
Rochester 8, New York Denver 17, Colorado Seattie 99, Washington 
Mills Talbot & Company A. Norden, Jr. M. B. Squires Company 
P.O. Box 4212 54 Moraine Street 1 Cedar Boulevard 
Hamden, Connecticut Jamaica Plain 30, Mass. Pittsburgh 28, Penn 
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Stout Electrical Sales Co.* 
338 West Fourth Street 
Cincinnati 2, Ohio 

Paul Lumpkin 

702 Builders Bivd. 

P.O. Box 961, Char. 1, N.C 


~ 
INSPECTED 
CORD SET 


*stocks available 









THE 
REALLY 
COMPLETE 
LINE 
IS 
CORNISH 


SORDID 


aN NL 






CORNISH WIRE COMPANY, 
50 CHURCH STREET, NEW YORK 17, WEW YORK 








KILLARK...THE MOST COMPLETE 


of ALUMINUM FITTINGS and 


One source for all your fitting needs 
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FEATURING... 


e Durable, lightweight all-aluminum construction 

e Rustproof, corrosion-proof 

e For standard and hazardous locations 

e Fast, dependable deliveries from 19 strategic warehouse locations 


e Backed by over 40 years’ experience 


STANDARD LOCATIONS 


EXPLOSION-PROOF FITTINGS 


_ — 


ELECTRIC MANUFACTURING COMPANY 
Ve OG NE DE oaVA oe ola 0 ee oS Ol) Mr Ols oe 2 ee OL OE cece ' £@Ox 
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and FASTEST-EXPANDING LINE 
FIXTURES IN AMERICA! 


SWITCH RACK EQUIPMENT—EXPLOSION & WEATHERPROOF 


DISCONNECT 
SWITCHES 











NNN Send for Illustrated Literature 
: KILLARK ELECTRIC MFG. CO. 
Vandeventer & Easton, St. Lovis 13, Mo. 
Gentlemen: Please send me following material: 
(_] Explosion-Proof Fittings Catalog No. 13 
(_] Condensed Catalog No. 59 


(_] Vapor-Tight Light Fixtures Catalog No. 12 
(] Cirevit Breakers Catalog No. 17 


oa 
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Name 
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Address 














City Zone State 
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WAREHOUSE STOCKS IN NINETEEN CITIES / 
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BUSINESS INDEX for AUGUST 1960* 


NAMONATSALES PICTURE: Mn nn SS 
ee a de 
Di dot are wR ot 


145 









130 130 


1 -1 ea tf 


TEMAM LIAS ONDIFM AMS TAS OND 





1958 1959 19 6 hg 
SALES INVENTORY 
———(% Change)——— ———(% Change)——— 
1960 
From From From From From 
Aug. ‘59 July ‘60 1959** Aug. ‘59 July 60 


 & Se + 2 + 7 + 3 + 6 bt 


eet 
Asie 
VAY NEW ENGLAND... £% ie 7 43 Se 
ms - ater 
WA MIDDLE ATLANTIC ......... +14 +16 an. As.% 0 





EAST NORTH CENTRAL _. 4+ 4 + 6 3 +1 49 
WEST NORTH CENTRAL... | + 6 —10 0 0 
SOUTH ATLANTIC ......... a +? -- + 3 --3 
EAST SOUTH CENTRAL ._._.. (X) 0 — 2 +15 —3 
WEST SOUTH CENTRAL... . 3 +-2 ~ 4 a only 
MOUNTAIN.............. + 3 +10 + | ~— 2 +1 





Ci ie Beg coe —10 + 4 —7 + 8 --2 


*For electrical apparatus, supplies distributors; Source: Bureau of Census. %*8 months 1960 from 8 months 1959. 


96 ELECTRICAL WHOLESALING—November, 1960 











en for business... YOUR 


ROYAL Portable Cords 


have the quality, the reputation, and the packaging to open up more 
sales and profits for you! There’s a complete range of cord types and 
sizes, serviced by Royal’s nationwide sales organization. Rubber, 
neoprene, thermoplastic portable cords. Fixture wires. Lamp cords. 
Machine tool wires. Thermo cables. Bell wires. Coaxial cables. And 
more. Stock up now on the fastest-selling cord line . . . the line that’s 
preferred by users . . . the line that means business — for you... 
Royal! See your Royal representative. 
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business! 


ROYAL, .. 


an associate of 


ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 


In Canada: 
Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
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NEWS FOR THE INDUSTRY 








Electroluminescence—Key to Lighting Future 


4 


SMALL ribbons of copper are attached to electroluminescent panels to provide 
electrical connections. The phosphor-coated panels, which emit a soft glow of light 
are now in production. Similar panels can be used in decorative lighting, advertising 
and safety signs, night lights, and home appliances. 


This, the newest of the lighting processes, is considered by 
many as the most modern advancement in the lighting 
industry—but some have reservations about this new 
development. Here's what four of the leading manufac- 
turers have to say about it. 





process in which light is created 

by the excitation of certain phos- 
phors in an electrical field, may hold 
the key to the lighting industry’s fu- 
ture. Developments in this, the newest 
of the lighting processes, are being 
made daily by lighting manufacturers, 
with the most thorough research prin- 
ciples applied. Whether electrolum- 
inescence will ever replace the practi- 
cal functions of incandescent and 
fluorescent lighting, is one of the 


a LECTROLUMINESCENCE —the 
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many questions manufacturers are 
asking themselves. ‘“Electrolumines- 
cent lamps have been developed that 
are already at efficiencies equal to 
to incandescent lamps,” claims one 
manufacturer. 

What the future applications of 
electroluminescent lighting are remain 
to be seen. But some manufacturers 
envision skyscraper walls that are 
solid exterior surfaces of glowing 
light and highway pavement that may 


these developments, at least for the 
present, are somewhat remote. 

@ Features—Electroluminescent light 
gives uniform light emission without 
the use of a bulb, tube, filaments, or 
cathodes and without graininess of 
hot spots. “Because of its many ad- 
vantages, we feel that electrolumines- 
cent lighting will soon become very 
popular for use in new buildings, in- 
strument panels, and a variety of in- 
dustrial and military equipment,” D. 
Y. Smith, vice president and general 
manager, RCA Electron Tube division, 
says RCA is the most recent manu- 
facturer to enter the electrolumines- 
cent field. 

The most popular advancement in 
the field of electroluminescence has 
been in the development of electro- 
luminescent panels. An electrolumi- 
nescent, or EL panel, is a flat, area 
source of glare-free light with low 
power consumption, low heat genera- 
tion and long life. The panel report- 
edly holds promise for general illumi- 
nation purposes as well as for me- 
chanical and electrical displays, due 
to its smaller space requirements, 
maintenance-free operation and more 
pleasing appearance. Some suggested 
uses of electroluminescence, and some 
presently in use are: 

e Home appliances, such as clocks, 


radios television sets and _ electric 
blanket controls, as well as switch 
plates, and night lights. 

e Control panels, for industrial, 


military and communication equip- 
ment. 

e Point-of-sale displays and other 
advertising signs. 

e Signals and signs on highways. 

It is expected that there will be a 
rapid growth in the use of electro- 
luminescent lamps for home, store, 
and public building decoration, and in 
the safety field. Although the above 
applications are predicted, it will take 
some time before many of these de- 
velopments take place. 


What Manufacturers Say 


What do the manufacturers say 
about what electroluminescence holds 
in store for the lighting industry? 
Presently there are four major pro- 
ducers manufacturing electrolumines- 
cent lamps, panels, and apparatus, 
Sylvania Electric Products Inc., a sub- 
sidiary of General Telephone & Elec- 
tronics Corp.; General Electric Co.; 


be “turned on” at night. However, Westinghouse Electric Corp.; and the 
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MORE SALES APPEAL...MORE SALES 


Completely automatic with just a press of the button .. . 

and completely out-of-the-way flush mounted in a convenient 

wall or cabinet location. These are two of the major P 

reasons behind the success of Trade-Wind’s built-in / 

Canolectric® Can Opener. 

Canolectric has every feature housewives ask for— / Wholesalers 
convenient .. . foolproof ... and safe! 

And the built-in feature gives the kitchen a new 

aad potent sales appeal. Write us for details on our 
Available in stainless steel or antique copper. Write Special Model Home Offer 
us today for complete information. 


ade" irud 


Siti OF ROBBINS & MYERS, 
7755 Paramount Place, Pico Rivera, California oerr ew 
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Radio Corporation of America: Here 
is what they have to say: 

Sylvania—According to a company 
spokesman, Sylvania was the first 
manufacturer to enter the electro- 
luminescent field on a commercial 
basis. Its trade name for the electro- 
luminescence process is called “Pan- 
elescent.” Proving that this new light- 
ing process is making rapid advances, 
George C. Connor, Sylvania senior 
vice president-marketing, recently said 
that although Panelescent lighting 
now is being used commercially in 
“relatively small” applications, the 
company can produce panels up to 
five feet by three feet in size. The 
company recently introduced its new- 
est Panelescent product, a switch plate 
for electric light wall switches, and 
also announced applications of the 
electroluminescent principle to elec- 
tronic equipment and devices, such 
as the so-called alpha-numeric and 
display devices. These new devices, 
according to a company spokesman, 
provide visual “read-out” for use in 
message systems, data processing and 
radar, and also can perform the logic 
and memory functions of digital com- 
puters. 

It also has been announced that 
another division of the company is 
developing an electroluminescent dis- 
play system demonstrator. It is re- 
portedly a fore-runner of a complete 
electroluminescent flight number an- 
nouncement board for use at air line 
terminals and military installations. 

Utilizing a new technique of im- 
bedding electroluminescent in plastic, 
Sylvania anticipates the development 
and production of a “great variety of 
advertising and directional signs for 
both indoor and outdoor use.” The 
imbedded electroluminescent also is 
expected to find immediate use as an 
inlay in furniture. 

The use of electroluminescent in 
P re oO D U Cc T g exterior building walls, highway pave- 

-A COMPLETE ments, and airport runways were de- 
scribed by O’Connor as “future a 
This complete promotion program makes LINE OF plications that will result from aide 
it even easier for you to sell the best-known ANCHORING techniques.” 
name in masonry anchoring AND DRILLING General Electric—Of the major 
manufacturers developing  electro- 
: national advertising , product boards DEVICES FOR luminescence, General Electric, has 
. business magazine publicity . counter displays FASTENING yet to apply a trade name to its pro- 
ae : ? cess. However, it has been making 
; mailing pieces . Selection charts ANYTHING similar advancements along the lines 
. informative catalogs . New packaging To of other manufacturers in the field. 
. dealer envelopes Advancements, such as those noted 
MASONRY above, according to one GE spokes- 
To find out how you can build profitable business man, are “a long way off in the fu- 
with this outstanding line, outstandingly promoted, ture.” This none too optimistic note is 
please call or write ; : Sota 
attributed to certain limitations that, 
according to GE experts, will take 
some time to overcome. 


“Although in th lectrolumi- 

THE RAWPLUG COMPANY, inc. penn pemummn 
much more efficiently than any of our 
Continued on page 104 


J. E. BURKE, Marketing Manager 


202 Petersville Road, New Rochelle, N. Y. R-18 
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Electrical outlets aplenty! 
More flexible office layout 


with new 3-(Ning EQoctnos 


New 3-Wire Electrostrip® grounds office machines... out disrupting work schedules. Electrostrip is the safe, 
gives you handy outlets you can move. modern system for wiring offices, showrooms, shops and 
institutions. It provides electrical outlets aplenty! 





Here’s absolute electrical safety combined with an abun- 
dance of outlet convenience. New 3-Wire Electrostrip is UL BullDog Electric Products Division, I-T-E Circuit Breaker 
listed and meets the electrical code requirements for equip- Company, Box 177, Detroit 32, Michigan. In Canada: 80 Clay- 
ment grounding. Electrostrip outlet receptacles twist into son Rd., Toronto, Ont. Export Division: 13 E. 40th St., New 
place anywhere on the strip. When you relocate machines, York 16, N .¥. 

you can relocate outlets right where you want them! 





See your electrical contractor about 3-Wire Electrostrip. 


i . BULLDOG ELECTRIC PRODUCTS DIVISION 
He'll install it swiftly, economically—without mess, with- P| 


1-T-E CIRCUIT BREAKER COMPANY 






















Installs quickly on wall surfaces Outlets anywhere you need them 








November, 1960—ELECTRICAL WHOLESALING 




















SOLID CHOICE in 
SOLDERING IRONS 


Pioneers in electric soldering 
tools for over half a century, 
Vulcan is still your most solid 
choice in low cost high quality 
soldering irons. 

For high speed soldering, you 
can’t beat Vulcan’s pencil type 
irons — the Dart and Pygmy. 
They’re lightweight — as little as 
3 ounces; quick heating; comfort- 
able. Screw or plug tips, 4%”, 3/16”, 
1”, Irons are rated at 25 to 40 
watts for low wattage economy be- 
cause they make the most efficient 
use of current. 

For heavier duty, the Vulcan 
line includes a full range of sizes 
from 14” to 134”; 50 to 750 watts; 
finest forged copper replaceable 
screw or plug tips; balanced birch 
handles. 

Specify VULCAN — still the 
solid choice in soldering irons. Send 
for literature and prices. 


VULCAN 
The Soro ff Sallaing Toole 


VULCAN ELECTRIC COMPANY 
DANVERS, MASS. 





* 
Soldering & Branding Irons + Solder & Glue Pots 
Electric Heating Elements 




















secvews TO MINIMIZE 
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DEMONSTRATING the characteristics 


of electric heat installation are E. K. 


Handlan, (left) sales manager, Electric Heat & Air Conditioning, and Bruce Ross, 
electric heat specialist, of Emerson Electric Co. program. 


Distributors Sponsor 
Electric Heat Program 


Training program developed by manufacturer is being 
sponsored in cooperation with local utilities. 


COMPREHENSIVE, compact 
A training course for contractors 

and electrical distributors of elec- 
tric heat has been introduced by 
Emerson Electric Co. Approximately 
three hours long, the course is de- 
signed to be given in one session with 
intermissions. It consists of a 48-page 
training manual with supplements, 43- 
flip charts and several demonstrations. 
Presentation of the course is being 
made by the manufacturer’s regional 
heat specialists. 

Electrical distributors throughout 
the country are sponsoring the train- 
ing program in cooperation with local 
electrical utilities. Regional electric 
heat specialists will be on hand to aid 
in the sessions, according to the man- 
ufacturer. 

e Need To Educate—“We have de- 
veloped this course and trained our 
electric heat specialists in its presenta- 
tion because, first, our market re- 
search has shown that distributors and 
contractors need and have indicated 
a desire to learn how to estimate, sell 
and make quality installations which 
will guarantee customer satisfaction,” 
said E. L. O'Neill, Emerson Electric 
vice president and general sales man- 
ager. “Secondly, a complete review of 
many existing training programs indi- 


cated that there was a definite need 
for a course which covered all of the 
background and specific installation 
information required in a _ concise, 
comprehensive manner. 

“We consider this training program 
primarily a service to the industry,” 
added O'Neill. “We believe the manu- 
facturer’s responsibility goes beyond 
designing and selling a quality prod- 
uct. To bring the benefits that only 
electric heat can provide the modern 
homeowner, manufacturers must also 
develop a close working relationship 
with installers, architects, builders, 
distributors and dealers to insure the 
long-range success of their products. 
This is the objective which underlies 
all our planning for this market.” 

e Distributor’s Role—The manufac- 
turer’s distributors will administer the 
program in cooperation with utilities, 
contractors groups and company field 
personnel. The material presented at 
each session will vary slightly in ac- 
cordance with the experience of the 
“students” and geographical location 
which might dictate more emphasis 
on certain applications. 

e New “Tools”—‘“This course gives 
several new ‘tools’ to the installer,” 
said W. C. Nusbaum, assistant to the 
president. “An installer taking this 
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THIS 
ADVERTISEMENT 


is appearing in leading electrical publications to 
help distributors sell more Blackburn products. 


Blackburn Laboratories Develop 


New, Improved 


(Oxide-inhibiting compound) 


HARMLESS TO LINEMEN’S GLOVES AND 
IMPROVES CONNECTION PERFORMANCE 


Extensive laboratory tests by Blackburn, rosion by sealing out moisture and air from 


confirmed by an independent manufacturer the connection surfaces 
of rubber goods, prove conclusively that 


Contax comes in crack-proof, see-through, 
BLACKBURN’S Contax has no adverse 





effect on linemen’s rubber gloves and blankets. 


In addition, Contax gives improved connec- 
tion performance. It penetrates the oxides 
on conductors to reduce connection resist- 


plastic squeeze bottles. It’s a non-petroleum, 
synthetic polymer grease with suspended zinc 
particles ...has an extremely low moisture 
absorption rate, and is usable over a wide 


temperature range. Contax is non-toxic and 


ance. It inhibits oxidation and galvanic cor- flame resistant ... will not harm the skin. 


For detailed test data, send for Data Folder #6009. 


Jasper BLACKBURN Corporation 


1525 Woodson Road St. Louis 14, Missouri 





course will be given a_ simplified 
method of heat loss calculation which 
results in a permanent record and 
which will improve his speed and ac- 
: curacy on the job. He will receive a 
Electric products, to provide : simplified guide to equipment choice, 
the leading motor controls 3 an objective, easy-to-understand ex- 
on the market todas planation of how various types of 
heating equipment function as a basis 
to understanding equipment applica- 
tion; and a practical, proven sales ap- 
proach of particular value in conver- 
sion applications. 

“Electrical contractors and other 
installers already have the basic quali- 
fications for entering the electric heat 
business: qualified personnel, installa- 
tion equipment, sales ability, prospects 
and customers. After completing this 
course we feel that they will be 
equipped with the specific skills neces- 
sary for successful participation in a 
market that offers them a present an- 
nual consumption of $27,000,000 of 
manufactured electric heating equip- 
ment. 


Many years of sound engineering 
and field testing are built into the 
advanced design of all Furnas 





News For The Industry .. . 
Continued from page 100 
7 present sources, at this time it is less 
efficient than any of the commonly 
used incandescent tungsten lamps,” a 
Magnet features just one GE announcement reads. By way of 
patty,’ ied * geaon ote explanation, “A 60-w incandescent 
volts at no Gate cost lamp such as is used for home lighting 
has an efficiency of 14-lumens/ watt. 
Electroluminescent lamps operated on 
' 120-v, 60-cycle power have an effi- 
i FURMAS l= sd ciency in the 1 to 3-lumen/watt 
5 ELECTRIC > ‘ range,” the announcement further 

al e states. 

THERMAL OVERLOAD One of the present undertakings by 
RELAVS GE is an electroluminescent lamp 
Trip-free. Manual or au made of a bendable sheet of plastic, 
matic reset Third over- according to W. R. Walker, district 
ger Plage roe Seaee engineer, Miniature Lamp Dept., At- 
lantic Sales Dist. “The sheet consists of 
a conductive and transparent layer 
with plastic insulation,” Walker said. 
However, Walker points out that 
Furnas Electric stg ized : many of the products thus far 
design and exelu. developed and those particularly on 
between” saabter stnan ite CONTACT BLOCK the market in consumer use, have 
stock inventory and ; ; Non-tracking, impact- been based “pretty much on novelty.” 
wider application with fewer © re or a. Vi “ “Some of the _ electroluminescent 
: and ron € = ovabile > ‘ o¢ 9? Jaile 
units. You are assured of su- a eS ne hgpche products on the market, Walker 
perior performance, longer bacts. Mate aetiehicts a1 claims, “will not last as long, or at 


life and unmatched economy. be added to either side the same rate as neon lamps,” Many 
of the developments in the electro- 


fate 34 Sei Nea acters, Port- ; luminescent field, have been “quite 

‘As? exaggerated.” He noted that most of 
x ; = the electroluminescent lamps give “a 
a Se better intensity from green or blue. 
Whereas, many of the lamps which 


MAGNET ASSEMBLY 


oo 
FURNAS Sales Representative MODIFICATION KITS : bmg : 
| in All Principal Citie claim to produce a white light give 


Include push mutton, selec: light of a definite color, but not 


tor switch, pilot light, an ; 2 : 
third oveviana relay white.” He said that development in 


quick and easy field n this area of electroluminescence has 
fication. Starter inventory much room for improvement. As for 

simplified and reduced the cost factor, the electroluminescent 
panels average about $.05 per sq in, 
according to Walker. 


BATAVIA, ILLINOIS 
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R & M-Hunter introduces 


ENTIRELY NEW ELECTRIC HEATING 


Forced Air Baseboard gives 
ideal heat at lowest cost 


This modern heating system combines the best features 
of forced air and electric baseboard to give even floor- 
to-ceiling temperatures. A quiet low-speed centrifugal 
blower pulls in cool floor level air and moves it over a 
series of heating elements before sending it back into the 
room at the selected temperature. Floor-level thermostat 
and return air-inlet maintain ideal comfort conditions, 
with minimum heat loss. Forced Air Baseboard costs less 
and is easier to install (flush or recessed) than convection 


baseboard. Individual room control gives perfect comfort 
and saves money. 1000 to 4000 watt capacities—UI 
approved. Mail coupon for catalog 


eeeeeeeeeeeeeeeeeeeeeeeeeeeee 


oe eee ee ee eeeeeenee es 
7+ 








| Forced Air Baseboard Electric Heat Mi Matehlers! 


R&M-Hunter also makes convection baseboard, wall 


insert and bathroom heaters. and a 


y and ventilating fans 











LiIiGtiTimcd 
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BE AN EXPERT 
ON DRUM 


WITH ONE EASY LIGHTING LESSON! 


Swingaway maintenance! 
Hinged ring and chain for easy 
relamping and cleaning. 


OTHER 
DRUM UNITS 


B1215 

Long-Boy Ellipse; 
intense narrow- 
beam light, 
specular Alzak 
reflector. 


B 1210 

Metal drum 
units, concave 
prismatic lens 
with genuine 
Alzak reflectors. 


B1192 

Prison and 
psychiatric units; 
tast guard, 
shatter-proof 
prismatic lens, 
tamper-proof 
screws. 


B 1618 

Gym drum units, 
with guard or 
louver, single to 
quadruple 
mountings. 








j/ 


GLASS DRUM UNITS 
MAY LOOK ALIKE, BUT ONLY 


HUYh 
BRASCOLIMTES 


HAVE HIGH 
EFFICIENCY, CONTOUR 
ALZAK REFLECTORS 


Real parabolic-design provides 
permanent, efficient light control. 
Unlike flat-pan or aluminum- 

foil types, Alzak contour reflectors 
can’t come ungluded, tarnish, or 
become permanently discolored from 
lamp heat. Super white opal 
glassware has satin-finish ceiling 
ring. Unit gives excellent downlight, 
plus good ceiling illumination 

above and around the fixture. Models 
to accommodate up to 

three 100-watt lamps. Complete 
selection available. 


brascolite 


THE EDWIN F. GUTH COMPANY « ST.LOUIS 3, MISSOURI 





Westinghouse — Among the “big 
four” manufacturers is Westinghouse 
Electric Corp., which has developed 
electroluminescence under the trade 
name “Rayescent.” Presently on the 
market, among the electroluminescent 
products, a Westinghouse spokesman 
stated, are an area safety light, read- 
out light, and 2-ft sq electrolumines- 
cent panels. Contrary to the opinion 
expressed by another manufacturer, C. 
F. Jensen, marketing manager, Rayes- 
cent Lamp Div., indicates that “in 
the near future the efficiency and 
cost will be quite competitive for gen- 
eral lighting applications.” 

Actually, according to Jensen, 
electroluminescent will be more prac- 
tical than present incandescent or 
fluorescent lighting, “since there will 
be no fixtures or backing to worry 
about” “It is anticipated that electro- 
luminescent lamps will produce 80 
to 90% more light than present fluore- 
scent lamps.” He noted that with 
fluorescent lighting two-thirds of the 
light is lost. Presently, developments 
in the field of electroluminescent 
lighting are being conducted with 
three types of materials, metal, glass, 
and plastic. According to Jensen, the 
light emitted with each product varies 
in intensity, and each have a differ- 
ent advantage and disadvantage. “But 
there’s a place for each,” Jensen ad- 
mits. According to the Westinghouse 
spokesman, electroluminescent lamps 
have been developed that “already 
are at efficiencies equal to incandes- 
cent lamps.” 

RCA—The Radio Corporation of 
America is the latest manufacturer 
to enter the electroluminescent field. 
Primarily, developments by RCA are 
being made along the electronic appli- 
cations of electroluminesence. The 
company, however, is presently man- 
ufacturing light-emitting panels for 
consumer, industrial and _ military 
uses. The panels give off a soft glow 
of light in any one of five colors and 
are designed for use in decorative 
lighting, and for illuminating dials, 
control panels, highway signs, signals 
and safety devices. They are being 
merchandised under the trade name 
“Panelray.” According to D. Y. 
Smith, in charge of the Electron Tube 
Division, full-scale manufacturing of 
panels at the company’s Lancaster, 
Pa., plant is slated this fall. 

“Much of our research in the de- 
velopment of phosphors for color 
television proved to be a valuable 
asset in the investigation of electro- 
luminescent materials,” Smith stated. 

e What's Ahead?—Whether elec- 
troluminescence will even reach the 
achievements of its counterparts, fluo- 
rescence and incandescence, only time 
will tell. But from the research and 
development programs it looks so. 
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Steady plant production demands dependable power cable... 
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HABIRITE-HABIRPRENE CABLE 
gives unexcelled performance! 










To help assure uninterrupted production, modern greater resistance to heat, oxidation and ozone; im- 
industrial plants require reliable cables for delivering proved electrical properties, including superior insula- 









electric power to production lines. The service reli- tion resistance; higher copper operating temperature; 

ability of Phelps Dodge Habirite-Habirprene is unsur- superior flexibility; improved mechanical toughness 

passed by any other rubber insulated neoprene against damage from installation hazards and extra 

. jacketed type RR cable. resistance to corona, an absolute necessity for high- 
Habirite-Habirprene is a combination of specially voltage neoprene jacketed cable. 

engineered butyl rubber insulation and neoprene As a general purpose cable, Habirite-Habirprene 






jacket. The overall features of this cable provide assures the utmost in safety, durability and reliability. 






PHELPS DODGE COPPER PRODUCTS 


CORPORATION 











SALES OFFICES: Atlanta, Birmingham, Ala., Cambridge, Mass., Charlotte, Chicago, Cincinnati, Cleveland, Dallas, Dayton, Denver, Detroit, Fort Wayne 
Greensboro, N.C., Houston, Indianapolis, Jacksonville, Kansas City, Mo., Los Angeles, Memphis, Milwaukee, Minneapolis, New Orleans, New York 
Philadelphia, Pittsburgh, Portland, Ore., Richmond, Rochester, N.Y., San Francisco, St. Louis, Seattle, Tampa, Washington, D.C 
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PARAGON 
WHOLESALE 
POLICY 


We will not sell 
Paragon Time Controls 
direct to dealers, 


contractors, sign and 
power companies, 
municipalities, railroads 
or industrial users 
EXCEPT THROUGH OUR 
ESTABLISHED 
WHOLESALERS. 





Industry’s most complete 
timer line is sold only in ac- 
cordance with this pledge. 
And, while Paragon has a 
network of 80 service cen- 
ters carrying a complete 
stock of Paragon parts, 
they service and repair only. 


It’s another reason more 
distributors buy, stock and 
sell the complete Paragon 
Timer line exclusively. 


Write for complete de- 
tails on how you can profit 
from a business connection 
with Paragon. 


TIME IS MONEY—CONTROL 
IT WITH PARAGON 





PARAGON | 


ELECTRIC COMPANY 
7630 Twelfth St. * Two Rivers, Wis. 





Relighting Program Launched 





EXPLAINING the operation of a new light meter, designed especially for Graybar’s 
New Lighting Action Plan, is G. H. Booth (center), lamp and specialty lighting sales 
manager. W. E. Henges (r.), president, and B. F. Benning, general lamp and lighting 
sales manager, look on. 


® Graybar announces Lighting Action Plan for relight- 
ing modernization of commercial and industrial areas. 


* Market expansion program places emphasis on con- 
tractor sales of lighting equipment. 


NATION-WIDE market expan- 
A sion program for the relighting 
modernization of commercial 
and industrial facilities has been in- 
troduced by Graybar Electric Co., 
Inc., reportedly the first such pro- 
gram ever to be undertaken by a 
wholesaler in the electrical industry. 
e Changing Concepts — “Historical- 
ly, the wholesaler has confined him- 
self to the traditional functions of 
distribution,” W. E. Henges, Gray- 
bar’s president said, “but the need for 
increased selling efforts in our ex- 
panding economy is making the 
wholesaler a very vital force in the 
shaping and molding of markets and 
new marketing techniques.” He hailed 
the new program as evidence of the 
changing concepts in wholesaling. 
The relighting modernization mar- 
ket represents a potential five billion 
dollar business, according to B. F. 
Benning, the company’s general lamp 
and lighting sales manager. “Add to 
this a related-product market (such as 
wiring) of approximately twice that 
amount, and you have one of the 
most dynamic profit markets in the 
electrical industry,” he said. 
Locally, for the electrical contrac- 


tor, Benning estimated that the poten- 
tial for fixture sales alone would 
amount to about one million dollars 
in relighting for every population 
group of 25,000 people in the 
country. 

e LAP Details—tThe contents of the 
Lighting Action Plan have been dis- 
closed by George H. Booth, manager, 
lamp and specialty lighting sales. 
Contained in the plan are: 

e Simplified lamp and _ lighting 
guide and 24-page, in-stock fixture 
selector. All priced to show the con- 
sumer the user price. 

e Literature—on all in-stock 
products available free of charge. 

e Stickers Good Lighting 
Doesn’t Cost—It Pays. For envelopes, 
invoices, stationery 

e Twelve page direct mail light- 
ing magazine 

e Lamp Plan Book—To help 
contractors develop profitable repeat 
lamp business from new customers. 
Features group relamping, lighting 
maintenance and other profit builders. 

e Light Meter—tTests serviceabil- 
ity of lamps. 

e Finance Plan—Plan allows a 
contractor to finance the whole job 
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AND NOW: 100 amp 2-POLE 
THAT TAKES ONLY 


2 SPACES 


Now ... the EQ-P 2-pole 100 amp circuit 
breaker is available to make the Uni-Pak load- 
center even more flexible than ever. It is the 
first and only plug-in 100A 2-pole that takes up 
only two pole spaces! 

I-T-E plug-in circuit breakers plus the I-T-E 
Uni-Pak give you the best and most flexible 
loadcenter line available today. Dual rated Uni- 
Pak loadcenters plus the 100A 2-pole allow you 
to convert the economical main-lugs-only load- 
center to a single main disconnect. In addition, 
the space saving EQ-P 100A 2-pole allows you 
more branch circuit space. 

For additional information, write I-T-E Cir- 
cuit Breaker Company, Walker Division, 125 
Bennett Street, N. W., Atlanta 9, Ga. Ask for 
Bulletin NI-100. 


WALKER DIVISION 


@) : -T-E CIRCUIT BREAKER COMPANY 
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you know the temperature! 








to determine 
exact working temperatures! 


Just mark or stroke the surface with THERMOMELT... 
when it reaches the desired temperature, the mark liquefies. 
There’s no guesswork, no wasted time or material... 
THERMOMELT is the quick, precise way to determine 
heating temperatures. Accurate to within +1%. 


A STIK FOR EVERY TEMPERATURE from 113°F. to 2000°F. 


ALSO AVAILABLE IN LIQUIDS AND PELLETS for inaccessible 
or hard-to-measure applications. Wide range of temperatures. 


Send today for free THERMOMELT literature and pellet 
sample (indicate temperature desired). 


WRITE FOR DETAILS ON OUR ATTRACTIVE DISTRIBUTOR POLICY 


MARKAL COMPANY... West Carroll Avenue, Chicago 12, Illinois | 





—without recourse—for up to five 
years. Example: New Store—right 
light costs $10.83 a month per 1,000 
sq ft. 

In introducing the sales and train- 

ing aid part of the LAP program, 
Booth said, “this market demands 
creative selling on the part of manu- 
facturers, utilities, and distributors, 
but especially by electrical contrac- 
tors.” To sell this market, Booth 
warned that industry must “take the 
mystery” out of selling lighting so 
that fixtures can be merchandised to 
the commercial and industrial user as 
simply as consumer appliances are 
sold. To meet these needs, Graybar, 
together with a selected group of 
manufacturers, has developed a 
standardized line of lighting fixtures 
geared to the requirements of the 
relighting modernization market. 
e Two Markets—‘“In view of the 
rapid growth of acceptable illumina- 
tion levels during the last 30 years, 
it’s certainly a sad commentary on 
the sales ability of our industry that 
only 12% of our fixture sales volume 
today is for the lighting moderniza- 
tion of existing buildings,” Benning 
said. 

“Well why is this? It is our view 
that there are two distinct and differ- 
ent markets in this lighting fixture 
business—new construction on _ the 
one hand and modernization relight- 
ing on the other, The industry’s major 
sales effort since World War II has 
been predominantly in new construc- 
tion. This market has been developed 
by architectural and engineering spec- 
ifications influenced and generated in 
large part by manufacturers and sold 
to contractors by distributors. These 
are the big jobs and the big deals that 
our industry doesn’t always seem to 
be able to sell at suitable profit 
margins. 

“The lighting modernization mar- 
ket, on the other hand, is quite differ- 
ent because individual sales are small- 
er. Reaching this market demands 
creative selling on the part of manu- 
facturers, utilities, and distributors 
but especially by the electrical con- 
tractors who are constantly in contact 
with the potential buyer,” Benning 
declared. “Here is a market where 
we have an opportunity to be creative 
salesmen of ideas and products to sell 
the need for and the benefits of good 
lighting.” 





Appleman Electric 

Opens New Branch 
COLUMBUS, Ohio — Appleman 

Electric Co., wholesale electrical sup- 

pliers, has opened a branch office in 

Lancaster, Ohio. William Woltz, Lan- 

caster, will serve as manager. 
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voltage compound 


you see magnified 


One of the best tests for comparing high in sections from cable insulation—then stretching them and examin 
f sf ardinor r att 


able atic ation (right). Note the even arain st 


ng them under o microscope. Above 


IT TAKES A MICROSCOPE TO TELL THE DIFFERENCE 
BUT THE DIFFERENCE IS | CRUCIAL 


Even butyl—the most effective rubber insulating material tion. And actual service proves this means long trouble-free 
ever developed for high-voltage cable—requires additives to cable life. 
bring out all its superb insulating properties. These additives 


For real long-range economy, promote Anaconda Buty! 
are usually in the form of finely divided powders which are 


(AB) Cable to help protect your customers’ investment in 
high-voltage cable. Send for Publication DM 5903: High- 
Voltage Durasheath* Cable to Anaconda Wire & Cable Co., 


extremely difficult to disperse uniformly in the raw butyl. 


The microscope helps show you that conventional mixing 


(upper left micrograph) produces poor uniformity, leaves 25 Broadway, New York 4, N. Y. 


many additive particles undispersed. Actual service proves 


Reg. U.S. Pat. Of 1259W 


these flaws drastically shorten your high-voltage cable life. ASK THE MAN FROM 
That's why Anaconda developed an entirely new mixing 


® 
process. In fact, built a new plant for just one product— NAC -OND 
Anaconda Butyl (AB) Cable. The micrograph on the right 


helps show you one result—uniform, better dispersed insula- ABOUT BUTYL (AB) HIGH-VOLTAGE CABLE 





(abt; Geobed 
CONDUIT and PIPE 


WRENCHES - CUTTERS - THREADERS 
a 


6” to 48” DIE HEADS 
SIZES ° 





RATCHET TYPE 


VY" te 1” 


CAPACITIES 3-WAY TYPE 


CONVERT HAND TOOLS TO POWER 


2, 


PORTABLE 
POWER DRIVES 


NEW, Advanced Features 


Here are a few of many Toledo Quality Checked Pipe Tools 
with extra values built-in, yet they sell at popular prices. 
When you see and buy Toledo Pipe Tools you get advanced 
design and Toledo engineered mechanical features that 
give you better job performance and long service life. 
Don’t settle for anything less than the best— 


INSIST ON TOLEDO! 


(SOLD THRU AUTHORIZED “TOLEDO” DISTRIBUTORS) 


Write For New Catalog 


E D O (Ae bly (Sucked 


PIPE THREADERS e WRENCHES ¢ MACHINES e TUBING TOOLS 


THE TOLEDO PIPE THREADING MACHINE CO...TOLEDO 3, OHIO 


attnicininadil 





Counter Selling .. . 
Continued from page 67 


which often results in a larger sale.~ 

“Pricing orders, keeping catalogs 
current, and setting up counter dis- 
plays, are all a part of good counter 
selling,” Steinbrick noted. “For exam- 
ple, see this container on the counter. 
It’s a collection sponsored among the 
local businessmen for a young boy in 
town who was injured in a swimming 
pool accident. His parents aren’t too 
well off, so we joined together to 
raise some money for hospital ex- 
penses. This is how our counter is put 
to use in community relations.” An- 
other feature of the Metro-Clifton 
counter is a free coffee service for 
customers. “This idea was originated 
by our president, Leonard Hess, and 
goes over very well with our custom- 
ers,” Johnson said. 

Steinbrick has an idea of his own 
which he applies to his counter sell- 
ing policy. He makes effective use of 
a tapewriter, asking customers their 
names, and then proceeding to punch 
a tape with their names on it. He 
offers them the tape which they can 
then use for identifying purposes. 
“This creates interest and it’s good ad- 
vertising. It often sells the product and 
the customer,” he said. 

“The reason why half of our total 
sales volume is done across the coun- 
ter,” Johnson said, “is because we sell 
service. And that’s what the customer 
wants.” 





Business Outlook .. . 
Continued from page 21 


for defense. Whether Congress will 
actually appropriate this amount is 
something else again, but in any case 
it is unlikely that $3 billion can be 
added very quickly to the current de- 
fense spending rate of about $45 bil- 
lion. 

State and local governments are 
expected to increase their spending 
by about $3 billion next year. Most 
of the increase will go for more and 
better roads, schools and hospitals. 

Because of anticipated declines in 
business investments and sagging con- 
sumer durable goods sales, it now 
seems likely that business will go 
through a moderate correction period 
early in 1961. However, we anticipate 
that the adjustments in capital goods 
and consumer durables will be much 
more modest than they were in 1958, 
and with the increases in government 
expenditures and consumer expendi- 
tures for nondurables and services 
gross national product will set another 
new record in dollar terms in 1961 as 


it has in every year since 1955. 
: 
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He’s the spearhead of the electrical wholesal- 
ing business. He’s the distributor salesman. 
4. His pants shine from sliding in and out be- 
hind the wheel. He never hears a radio program 
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all the way through. He often ends his day with mud caked on his shoes. € His 
handshake, his sense of humor, and his technical know-how get a good workout every 
day. Especially the latter. €. That’s why he gets more help and backing today than 
he ever has before—through the combined strengths of Rome and Alcoa, integrated 
into a single sales force. Our men are ready to apply all their talents and experience to 
help the distributor solve customer problems 


and improve sales. «| Keeping your outside RO IVI E CA =) L = 
men in the know keeps us on the go. DIVISION OF ALC OA 
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Now you can give your customers 
the latest thing in non-modular lumi- 
nous ceilings. Picture hundreds of 
Cylindricell panels, joined and sus- 
pended without visible means... a 
broad, unbreakable expanse of low- 
brightness ceiling...no clips or 
supports visible to the untrained eye. 
Clever interlocking design eliminates 
objectionable patterns created by 
unsightly seams in free-form and 
floating ceilings. Also perfect when 
used with standard grid systems, 
compatible with sprinkler and air 


conditioning systems 
NON-MODULAR APPEARANCE 


MODULAR CONSTRUCTION 


APPROVED UNDER SPRINKLER 
SYSTEMS 


INSTALLED AND REMOVED 
WITHOUT SPECIAL TOOLS 


e LOW INSTALLATION COST 


Also manufactured and sold as 


Infinilite* by — 
LA 


oe 
united/Z 
LIGHTI CEILING CO. 
* TRADE MARK you gh 


tuture in sight 


2828 FORD ST. * OAKLAND 1, CALIF. 











Catalog Control Center Speeds Orders 


\ 


a 


MOTORIZED Data Hub provides finger-tip access to parts catalogs at specially 
designed six-station order desk recently installed in the Chicago warehouse of the 
Complete-Reading Electric Co. Lazy-susan type shelf is push-button controlled by 


the six men at this city sales and order-edit control center 


Newest type phone 


hook-up, an automatic switchboard for inter-warehouse communications and a 
pneumatic tube system tie order center to all departments. Complete-Reading expects 


a 30% 


increase in phone-order handling and mail-order processing when new 
installation is fully integrated into service. 





IAEL Holds Annual Meet 


Electric heat, league movement are topics discussed. 


electrical league movement, were 

two of the topics discussed at the 
twenty-fifth annual conference of the 
International Association of Electrical 
Leagues last month in Kansas City, 
Mo. 
e Utility Push—‘By selling our man- 
agement on the value of the electric 
heating business, we were then able 
to sell them on the need for special 
rates,” K. M. LaRue, general sales 
manager, Kansas Gas & Electric Co., 
Wichita, Kan., told members attending 
the conference. The important role 
that utilities must play in promoting 
electric heat was emphasized by 
LaRue. “In 1956, we introduced our 
first heating promotional rates for 
residential customers . . . One year 
later we lowered this rate a %4 of a 
cent per kwh and added new rate 
schedules for commercial and indus- 
trial customers. Earlier this year, we 
introduced our new HCW rate for 
commercial and industrial customers. 
The HCW stands for heating, cooking 
and water heating all at 114 cent per 
kwh for the seven heating months, and 


F secre heat promotion, and the 


$.02 per kwh the other five months, 
separately metered with no demand 
charges. 

“After establishing acceptable rates, 
we then moved into the policy field. 
We established policy on such things 
as to who was to sell the equipment; 
who would figure heat loss . . . the 
formula to be used; who would size 
the equipment; who would give oper- 
ating cost estimates; who would install 
the equipment and, of course, who 
would render service in the event of 
equipment failure during the middle of 
winter.” 

e Distributor Support—Electric heat 
promotion is an industry wide cam- 
paign, LaRue noted, “Earlier this year, 
through the cooperation of our heating 
distributors, we had the largest display 
of electric heat ever shown in Kansas. 
It was called a Carnival of Electric 
Heat. Of course, electric heating can- 
not be sold without people . . . people 
with only one interest, that of electric 
heat. We have forty-three full-time 
commercial, industrial, residential and 
rural sales people actively selling elec- 
tric heat.” In addition, LaRue noted 
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taddddde HERE’S WHY: 


When your customers compare Weaver Bronze Clamps 
with others, they find Weaver Clamps are bigger, 


heavier and more rugged. Extra metal at pressure 


YOU GET MORE SALES... points gives maximum strength and increases conduct- 
BIGGER PROFITS 


; ivity. All-Bronze construction with heavily cadmium 
Only three types to stock to cover every grounding 


job. Sizes for ¥%4” through 4” copper or galvan- plated screws prevents rust and corrosion. . . assures 

ized pipe... meet all contractor and utility spec- a eet . 
ermanent grounding. The swinging top cuts install- 

ifications. WEAVER is a complete quality line that's r g 9 itn hind 

easy to sell. ation time and increases contractor's earnings. 






' Advertised in leading electrical publications and 
J A W f A V 7 R F direct mail to your customers and prospects. 
° + 


a 
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that there are forty-one part-time 
local representatives in smaller towns 
bird-dogging prospects. 

e Results—tElectric heating is defi- 
nitely off the ground in Kansas, ac- 


2 
iets Pie cording to LaRue. “At the end of 
>See — ae this year we will have in excess of 
600 completely electrically heated 
* homes and many, many kw of auxil- 


iary heating. Because of our rates for 
commercial and industrial customers, 


we have hundreds of jobs of 3 kw 
or more that heat only a portion of 
the establishment. We have 14 schools 


heated electrically including one cam- 
pus style school of nine separate build- 
ings heated and cooled with a 700 ton 


heat pump,” said LaRue. 
ce a(t ST eaa |S “This job was originally sold by 
one of our people as was all of the 
electric heating on our lines. While we 
hope eventually that it will be sold by 
people outside of our company—we 
intend to continue to build the market 
until such time that the demand is 
pinktidtiaiads , ict iii ile great enough to prove profitable for 
our sales allies. 
: CERTIFIED 67.32% NEOPRENE “Our sales people today develop the 
ce a prospect, sell the home or business 
and then turn the sale over to a dealer 
to provide the equipment. We calcu- 
|'ate the operating costs and inform 


AND BRONCO XL BUTYL INSULATION | the customer by letter of the ap- 


| proximate costs if they abide by our 


recommendations . . . we make no 
guarantees nor are we using any 
0, subsidies.” 
6 , League Movement 


| Speaking on the topic, “The Elec- 
| trical League Movement Is A Good 
NEP REDE | One—But!,” was H. C. Moses, Jr., 
| vice president, The Thomas & Betts 
|Co. Moses discussed the contribution 
| of the electrical league to the industry, 
and how it “is dedicated to benefiting 
| both the industry and its customers. 
| “The electrical league also creates 
la better climate for operation of our 
| business—trying to help each level of 
the industry so that each will pitch 
in at their own level—realizing that 
ELECTRICAL CONNECTORS the electrical league helps all by any 
nt | promotion, spear-headed by any in- 
| dustry group.” 
| Coordination is the major prob- 
lem that the league faces as a func- 
|tion. Moses recommended several 
steps all designed as coordination, as 
|a basis for a selling operation. 
“We have to sell each other on this 
coordinated idea, we must sell the 
| utility on joining and using the rest 
% of the electrical industry—who, for 
Bre“ the most part, are most anxious to 
oe ae | get into this fray and help build load 
by performing their own functions at 
their own level.” He concluded with 


Sanco Fon stamina emphasis on the need for industry 
| teamwork. 
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y Garfield, New Jersey 
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¥ High Tensile Strength 


POWER CIRCUIT 


CURRENT 
LIMITER 


The higher the short-circuit, the quicker 
Amp-trap clears the fault and limits the 
current to safe levels, Remember . . . interrupting 
capacity is not protection without 
current limitation. Interrupts up to 
200,000 Amps. symmetrical over the entire 
Ampere range. Stops short circuits short. 
Anticipates and prevents destruction 
before it can occur. Faster than any ordinary fuse. 


Use Amp-trap on all general power circuits, DC circuits, Networks, 
Entrance Switches, Busways, etc. Be safe, not sorry 
— ask for, get and install Amp-trap. 


There is one for every purpose. Write today. 
Ampirap® ) - Y4uabe “tt The Sunleh” 
THE CHASE-SHAWMUT co. 


374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
Subsidiary of !-T-E CIRCUIT BREAKER CO. 


© The Chase Shawmut Co. 1960 


wap, @ @ =. 


= 28 CeeT  rwowE”  O-T om 





Supreme Court Reviews 
“Fair Trade” Ruling 


WASHINGTON, D.C.—An impor- 
tant state court ruling, concerning 
“fair trade” price agreements, has 
been placed on the Supreme Court 
docket for early review. 

Eli Lilly & Co., drug manufacturer, 
has petitioned the high court claim- 
ing that a recent New Jersey State 
Supreme Court ruling against them 
is unconstitutional and unreasonable. 

The case, in fact, arose when the 
company sought a court order to 
force a “price-cutting” drug retailer 
to adhere to “fair trade” prices. 

The New Jersey Supreme Court re- 
fused to consider the case. It argued 
that, although state law requires all 
companies to observe manufacturer- 
fixed price minimums, the drug man- 
ufacturer had forfeited its right to 
petition on that count by failing to 
comply with the state registration law. 
That statute requires all companies 
doing business within New Jersey to 
register complete information of cor- 
porate structure, stock issues, nature 
of business within the state, addresses 
of principle offices and location and 
names of agents within the state, with 
the New Jersey Secretary of State. 

Eli Lilly, in rebuttal, insisted that 
a long standing constitutional doc- 
trine, embraced by most states, pro- 
hibits application of state “qualifica- 
tion” statutes to out-of-state corpora- 
tions engaged essentially in interstate 
business. Therefore, the company 
argued, New Jersey had no right to 
require out-of-state companies to ob- 
tain authority from a state to do busi- 
ness within its borders, or to bar 
concerns that refuse from access to 
state courts. 

The company argued further that 
the stand taken by the New Jersey 
Supreme Court was completely un- 
realistic. They claimed that if corpora- 
tions were made to comply with 50 
different sets of state corporation 
laws, the filing of reports, paying of 
fees and taxes, and subjection to 
jurisdiction would be an intolerable 
burden on the free flow of interstate 
trade. 

In view of recent Supreme Court 
“fair trade” rulings, the New Jersey 
Supreme Court ruling, if upheld, 
would close off the court enforcement 
route to out-of-state companies at- 
tempting to maintain resale price 
minimums of their products within a 
particular state. This would force 
out-of-state companies to register with 
state authorities in order to carry on 
business and, by so doing, face the 
risk of local taxation. 





The federal government owns 778 
million acres of real estate. 
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CUTAWAY SECTION of Type 
U. A. Sealtite shows tough 
polyvinyl chloride jacket 
over flexible metal core. 
Copper conductor wound 
spirally inside conduit pro 


vides positive ground 


Insist on the conduit marked 


SEALTITE 


FLEXIBLE, LIQUID-TIGHT CONDUIT 


an ANACONDA product 


A 40-foot length of 
4” Sealtite flexible, 
liquid-tight conduit 


guards plant's 
main power supply 


At the Thatcher Glass Manufacturing Co. in 
Elmira, N. Y., Sealtite conduit protects wires 
carrying the plant's 6600 v, three-phase power 
supply between the air circuit breaker and two 
banks of distribution transformers. The 40-foot 
length of 4” L.D. Sealtite being liquid tight 
protects the wiring from the elements — being 
flexible, it greatly simplifies installation. 

For even the roughest day-in, day-out 

weather doesn’t faze this flexible, liquid-tight 
conduit. The tough, extruded polyvinyl jacket 
proves itself in arctic cold and tropical heat. It 
resists moisture, dirt — even salt spray and cor- 
rosive chemical fumes. Its flexibility absorbs 
vibration. These are some of the reasons why 
Sealtite often outlasts rigid conduit — why you 
should use it the next time you need the utmost 
in wiring protection. 
FOR YOUR CUSTOMERS . . . be ready to supply 
Sealtite. They'll ask you for the genuine—the 
quality conduit printed “Sealtite” and “Ana 
conda” every foot on the cover. Stock both 
types of Sealtite—U.A. and E.F.* Available in 
black or gray—in standard cartons and on non- 
returnable reels, at no extra cost. 

Free Booklet S-542 gives full information on 
Sealtite. Write: Anaconda Metal Hose, P.O. 
Box 791, Waterbury 20, Connecticut. In 
Canada: Anaconda American Brass Limited, 
New Toronto, Ont. Sealtite is approved by 
Canadian Standards Association 


i Applied F 60138WI 

















TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 





NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry’s Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales . . . makes Electrix the most 


outstanding line in its field. 


Why not sell the best . . . espe- 
cially when profits come bigger 
and easier. Sell Electrix Vinyl 
Cube Taps. 





CORPORATION 


Ashton ° Rhode Island 


120 





Balanced Lighting Styles Architecture 


ABOVE .. 





. using fifteen 300-w PAR lamps outside of the Vulcan Materials Co. 


building, Mountain Brook—a suburb of Birmingham, Ala.—fringe architectural 
lines are lost to the night. Total output attained is 55,800 lumens 


BELOW ... 


using two 400-w mercury vapor units, the architectural design of this 


structure is carried out to its fulfillment in this example of effective balanced outdoor 
lighting sold by Mayer Electric Supply Co., Inc., Birmingham, Ala. Total output is 


41,000 lumens. 
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NEWS 





World Forum For 
Lighting Exposition 

NEW YORK —A special World 
Lighting Forum has been announced 
as the highlight of the 3rd National 
Lighting Exposition to be held in the 
New York Coliseum, March 5th-8th. 
The forum will feature presentation 
by national and, for the first time, 
international lighting experts of their 
latest findings to the lighting industry. 

Plans for the four-day exposition 
include 12 panel discussions and over 
250 exhibits pertinent to the lighting 
industry. At least 200 manufacturers 
will be represented on a national and 
international scale with many of their 
products on view for the first time. 

The Exposition and World Lighting 
Forum is sponsored by LLEMSA 
(Lighting, Lamps and Electrical Man- 
ufacturers Salesman’s Association). 
Attendance is by invitation only. 


I-T-E Sends Mobile 
Exhibit on National Tour 


PHILADELPHIA —I-T-E Circuit 
Breaker Co. is sending a mobile show- 
room on a nationwide tour to intro- 
duce its newly-designed 4160-volt 
switchgear. 

The interior of the mobile unit is 
arranged in meeting-room style and 
is fully equipped to demonstrate the 
company’s recently-introduced equip- 
ment. 


Louisiana Distributors 


Elected To NAED 


NEW YORK—Matthews Electrical 
Supply Co., Inc., Lake Charles, La., 
has been elected a member of the Na- 
tional Association of Electrical Dis- 
tributors. W. W. Matthews is presi- 
dent of the company. 
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NEW TRIANGLE BITUMINOUS FIBER CONDUIT 
COMBINES ALL THE BEST FEATURES! 







WAY 
J ¢) WV ~A SPECIAL PLASTIC COATING 
TO PROTECT YOUR HANDS 


Here’s a fiber conduit that’s really kind to your hands. 
TRIANGLE’S exclusive new transparent plastic coating keeps 
this conduit clean, easier to handle . . . minimizes skin burn. 


Bg 
OW —sTRAIGHT LINE 
COLOR CODE STRIPE 


A straight color coding stripe runs the length of each section 
.. . White for Type |, orange for Type 11. And, the TRIANGLE 
seal and type are printed al! along the way .. . for easier 
product identification. 


N é) W) ~ LONG TEN FOOT LENGTHS 
SAVE TIME AND MONEY 


TRIANGLE Bituminous Fiber Conduit comes in long 10 foot 
lengths (as well as 8 and 5 foot lengths). Longer lengths 
mean fewer joints, faster instaliation, lower costs. 


AND MORE TOO — SEE OTHER SIDE 





A BIG LEAP 





FORWARD IN 
FIBER CONDUIT 





NO POSTAGE NECESSARY IF MAILED IN THE UNITED STATES 


BUSINESS REPLY MAIL 


DEVELOPMENT! 





FIRST CLASS 


NEW BRUNSWICK 














POSTAGE wit BE PAID BY 


TRIANGLE CONDUIT AND CABLE COMPANY, INC. 


New Brunswick, New Jersey 
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DURABLE — CORROSION-RESISTANT 


SMOOTH BORE 


CLEANER-TO-HANDLE . . . EASIER-TO-INSTALL 


EVERY LENGTH TESTED AND CONTROLLED FOR UNIFORMITY 


a 
TRIANGLE 
WMUST Be Right’. 


GET THE FULL STORY ON 


The Big Leap Forward in 
g FIBER CONDUIT 


FREE! Illustrated catalog tells the full story on TRIANGLE BITUMINOUS 
FIBER CONDUIT, including features, applications, installation 
procedures, accessories, etc. Fill out this card today to get your copy 


please print or type 





Name 
itl TEAR OFF 


Company 











AND SEND 


Address 
City 
State 








TODAY 





a 
TRIANGLE CONDUIT & CABLE CO., INC. 


EXECUTIVE OFFICES NEW BRUNSWICK N J 
PLANTS: NEW BRUNSWICK, N. J 
LANDISVILLE, N.J 
MOUNDSVILLE, WEST VA 














MANUFACTURERS 


SELLING THE ELECTRICAL WHOLESALE TRADE 


Build more secure business relationships with your 
Electrical Wholesale customers by having accurate 
credit information at your fingertips at all times 
Know which Wholesalers are growing stronger 


and those which are not 


EMCB provides its subscribers with the following 
nine point ¢ redit information program ata basic 
cost of less than $1.00 a day 


THE UNITED STATES CREDIT REFERENCE BOOK 

AND DIRECTORY OF ELECTRICAL WHOLESALERS 
giving you the following information on approxi- 
mately 4000 Electrical Wholesalers in the United States 
and Canada 


legal composition 

capital rating 

principal lines carried 

length established 

history of payments—with average of highest 
credits 


with monthly revisions, additions and summaries 
pointing out significant changes in payment records 
and financial status 
AN ADDED VALUE! [his directory has proved profit- 
able for new business prospecting 


we LEDGER INTERCHANGE REPORTS consisting of 


complete payment history 


RECIPROCAL COPIES OF LEDGER INTERCHANGE 

REPORTS—a complete report of buying habits 
supplied whenever you contribute your credit expe- 
rience through EMCB weekly checklist. 


4) SPECIAL NARRATIVE REPORTS consisting of de- 
tailed financial analysis (based on financial 
statements obtained annually by EMCB with co- 
operation of Electrical Wholesalers), historical back- 
ground and credit recommendations 


5] DELINQUENT ACCOUNTS BULLETIN— published 
monthly. 


6) ACCOUNTS PLACED FOR COLLECTION BULLETIN 
—published monthly. Also supplemental bul- 
letins published bi-weekly. 


@ CHANGES IN CREDIT RATINGS BULLETIN— pub- 
lished monthly 


8) ANNUAL STATISTICAL REPORT ON THE FINAN- 
CIAL AND OPERATING NORMS OF THE ELECTRICAL 
WHOLESALING INDUSTRY. 


NEWLY ESTABLISHED ELECTRICAL WHOLESALERS 
BULLETIN— published periodically 


What a few subscribers say about 
EMCEB services: 


“| would like to take this opportunity to advise you 
that we have been.very, very pleased with 
EMCB's Services.” 

—Manvfacturer of Electrical Wiring Devices* 
“We might tell you that we have found the 
“Reporter” very helpful in establishing new outlets 
We have picked up some nice accounts through 
these leads.” 

— Manufacturer of Safety Switches, etc 
“Nome furnished on request. 





Write or phone for more information today. There is no obligation. 


This service is confidential and available ONLY to manufacturers selling the Electrical Wholesale trade. 


Clechial Mani vers Gredil fureau, Ime. 


LOS ANGELES e” CHICAGO e NEW YORK 
205 WEST WACKER DRIVE + CHICAGO 6, ILLINOIS + ANdover 3-3080 
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SUPER AC 


Built for 
Long Life... 


20AC1 Super 
AC Switches 


2 
a Ee 


bere erererress 


Modern, attractive Kroger Build- 
ing, designed for many years of 
continuous service to downtown 
Cincinnati, uses P&S 20AC1-I Super 
AC switches. Heavy silver alloy 
contacts mounted at the nodal 
point provide long life at full-rated 
capacity on inductive and tungsten 
filament loads. 


High quality 15- and 20-ampere 
P&S Super AC switches meet all 
Underwriters’ Laboratories require- 
ments, including rugged overload 
test of 4.8 times rated current, at 
40-50% power factor and rated 
voltage. 


As companions to P&S Super AC 
switches, 9260-I duplex and 5242-I 
grounding duplex outlets are used 
in the Kroger Building. 


Write for information, Dept. EW116 


PASS & SEYMOUR, INC. 
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KROGER BUILDING 
CINCINNATI, OHIO 
. 

OWNER 
R. E. DUMAS MILNER 
JACKSON, MISS. 

e 
ARCHITECT- 
ENGINEER 
HEORICK & STANLEY 


FORT WORTH, TEXAS 
a * s 
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20AC1-I 


SYRACUSE 9, NEW YORK 


60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51, Ill, 


In Canada; Renfrew Electric Ca, Ltd., Toronta, Ontario 


NAED Wants to Hear 
From Manufacturers 


NEW YORK—NAED is planning 
work-shop sessions primarily con- 
cerned with the electrical manufac- 
turer’s marketing problems of inter- 
est to electrical distributors. In order 
to plan these sessions properly so 
that they will have the greatest im- 
pact and value, NAED is asking for 
comment from manufacturers on how 
they feel about such a program. They 
particularly want to hear from those 
manufacturers who have attended 
NAED regional conventions, especial- 
ly those who attended workshop ses- 
sions at the recent Atlantic City and 
Mackinac Island meetings. Any com- 
ment, favorable or adverse, on the 
proposed manufacturers’ workshop 
sessions or past sessions, will be wel- 
come at NAED, 290 Madison Ave., 
New York 17, N.Y. 


NEMA and EEI To 
Co-sponsor IEC 


NEW YORK —The Industrial 
Electrification Council will be co- 
sponsored by the Edison Electric In- 
stitute and the National Electrical 
Manufacturers Association effective 
Jan. 1, 1961. The council has been 
operated since 1951 by electric utili- 
ties and several individual manufac- 
turers. 

Organized to conduct educational- 
promotional activities in the indus- 
trial market, the IEC was initially 
concerned with the uses of electrical 
heat in industrial processes. The coun- 
cil has since broadened its scope to in- 
clude factory electric distribution sys- 
tems. Other projects will be developed 
as the enlarged and reorganized coun- 
cil begins to function. 

Headquarters for the IEC are in 
the offices of the Edison Electric In- 
Stitute, 750 Third Ave., New York. 


Boost In Steel Prices 
Expected Before ‘61 


NEW YORK—Steel buyers feel 
that the rise in warehouse sales may 
bring about steel price increases be- 
fore the end of the year. Decreasing 
steel inventories, in light of the first 
wage hike under the new steel con- 
tract on Dec. 1, are causing purchas- 
ing agents to give more credence to 
the possibility of price increases. 
However, most buyers look tor selec- 
tive increases rather than a general 
price hike on all steel products. They 
feel that price increase possibilities 
will depend primarily on inventory 
balancing, sales pickup, foreign com- 
petition, and use of substitute mate- 
rials. 
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Here’s how to increase your share of the profitable outdoor lighting market 


Sell the architect/engineer 


Architects and consultants have relied on the engineered 
performance and efficiency of Revere outdoor lighting 
equipment for over thirty years. 

They know that Revere is the line that’s always 
designed up to a performance level, never down to a 
price level. They know that a Revere specification gives 
their clients all of the light they pay for . . . delivered 
where they want it. 

When you offer all of the components for a job from 
Revere’s complete catalog, you can be sure they’re 
design matched for peak lighting efficiency and struc- 
turally matched for strength, balance and trouble-free 
installation. The architect/engineer can choose from the 
widest range of quality luminaires, poles, transformers, 


OUTDOOR 


Revere Electric Mfg. Co. 


and accessories on the market. You save time and money 
on single-order pricing and billing, and contractor 
call-backs are ended. 

When you offer Revere, you automatically offer 
your customers the services of the Revere engineering 
department which willingly undertakes special product- 
design projects to satisfy the critical requirements of 
architects, consulting engineers, and lighting specialists. 

Let Revere help you sell the architect/engineer. To 
start increasing your outdoor lighting profits, write 
today for the complete Revere Outdoor Lighting 
Catalog. And ask your Revere salesman for his coop- 
eration in helping you sell outdoor lighting to the 
architect/engineer 


LIGHTING 


e 7420 Lehigh Avenue ¢ Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


sell the 
architect /engineer 


sell the 
owner/developer 





sell the 
plant electrician 


sell the 
electrical contractor 











200-AMPERE CAPACITY 


IN THIS SIZE 


Whether you're interested in service entrance equipment or a safety 
switch, you need look no farther than this newest Heinemann circuit 
breaker unit. 

Far smaller than comparably-rated fused pull-outs, it carries a big 
200-ampere load—consistently, without any allowances for ambient 
temperature. De-rating—or any form of temperature compensation—is 
simply unnecessary. The breaker is magnetically actuated; there's not a 
thermal element to be found. You can put this equipment next to heat 
lines, or inside a snow bank; it will always carry full-rated current, always 
trip as specified. 

And it’s easy to install. Wiring space is plentiful. So are knockouts 
(you can run-in conduit from any angle). Solderless screw-type connec- 
tors are another time-saver. 

Rated at 120/240V AC, two- or three-wire service, this unit is 
available with indoor or raintight, tamperproof outdoor enclosures. Either 
way, it costs less than what you are used to paying for fused equipment 
with 200- ampere capacity after de-rating. 


For full information send for Bulletin 1003 


HEINEMANN ELECTRIC COMPANY 


152 PLUM STREET <—> TRENTON 2, N. J. 


National Electrical Week 
Planning Guide Available 


ST LOUIS—A planning guide 
has been made available to all seg- 
ments of the electrical and allied in- 
dustries as an aid toward greater par- 
ticipation during the observance of 
National Electric Week, Feb. 5-11 
The guide contains complete informa- 
tion on how communities, groups, 
and individuals can participate in 
NEW. In addition to suggested pro- 
motional activities and campaigns, the 
guide booklet contains a catalog of 
display materials, speeches, advertis- 
ing copy, educational pamphlets and 
other items which will be helpful in 
staging a successful National Electri- 
cal Week observance. Also included 
is a suggested monthly time table of 
activities for participants to use in 
their planning. The guide can be ob- 
tained by writing Headquarters for 
Observance Materials, National Elec- 
trical Week Comm., St. Louis 1, Mo. 


Theme 


“Make Electricity Work for You” 
will be the theme of the 1961 ob- 
servance of National Electrical Week, 
according to Harold A. Webster, 
chairman of the NEW committee. 

“In selecting the theme for the up- 
coming Week,” Webster said, “the 
committee chose a message that could 
be adapted to all segments of the 
industry—one to which each partici- 
pant could add his own interpreta- 
tion and his own particular message, 
such as Make Electricity Work for 
You on the job in the home 

in the community, etc 


Producers Cut 
Copper Prices 


NEW YORK—Following a recent 
two-cent reduction by custom smelt- 
ers, Kennecott Copper Corp. and 
Phelps Dodge Corp. have cut their 
price of copper by three-cents to 30 
cents a pound. The decrease was the 
first change in producer prices since 
Nov. 5, 1959, and reflects the lagging 
demand for copper, estimated to be 
running 10 behind world output 


American Brass Co. 
Changes Name 


WATERBURY, Conn. — The 
American Brass Co., one of the na- 
tion’s largest copper and brass mill 
product manufacturers, has officially 
changed its name to Anaconda Ameri- 
can Brass Company. 

Company president R. M. Stewart 
advises that the name change will not 
affect the company’s operating poli- 


cies. 
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Your customers 
want and need 


OKONITE 





small diameter 
plastic control cable . 





SMALL-CABLE SIZE, BIG-CABLE PERFORMANCE. That's the story on Okonite’s 
new P-30—the multiple conductor cable designed especially for modern control 
systems where space is limited. Suitable for either a-c or d-c circuits, 600-voit rating, 
it's recommended for d-c circuits in wet locations and for temperature ranges to 
75C. Rugged Okoseal jacket is moisture and flame resistant, provides a smooth 
surface for easy pulling. P-30 is another example of Okonite Cable’bility . . . the 
ability to design and manufacture cables that meet ever-changing requirements. 


20-mil Okolene 
(polyethylene) 


To help meet your customers’ demand for lighter, more compact control- Wal alr 
| ode sea! 


system equipment in industry and utilities, Okonite now offers a superior (polyvinyichioride 
quality, small diameter control cable. P-30 is an all-thermoplastic, ideal compound) 
lightweight, general purpose control cable for all types of installations— : 

conduit, aerial, duct, tray, direct burial . . . in wet or dry locations. Clear Mylar Tape 


Over 30% smaller and lighter than conventional-size rubber cables, P-30 


nevertheless provides the kind of performance normally associated with 
these larger diameter cables. The multi-wall construction of P-30 offers 
three-fold electrical protection, since both the two protective coverings and 
the basic insulation are high quality dielectrics. 


P-30 is especially suited for use under rigorous conditions. Double-wall con- 
struction provides excellent resistance to the chemical attacks of oils, acids, 
alkalies and other materials. The protective jacket of Okoseal—extruded over 
the cable assembly—assures a moisture- and flame-resistant covering. 


And to back your selling effort, Okonite has prepared a new, four-page folder 
containing complete technical information on P-30 and its various applica- 
tions. For your copy of Builetin 1140 and information on how you can benefit 
by selling Okonite P-30, write to The Okonite Company, Subsidiary of 
Kennecott Copper Corporation, Dept. W., Passaic, New Jersey. 7908 


where there’s electrical power... there’s 


OKONITE CABLE 


* 

Protective Covering 
of Okoseal 
(polyvinyichloride 
compound) 








smokeics Mae -Ley ma mcee || Momtocturers creed 
—_ Here are ten points on how to 
= operate a manufacturing com- 
pany (from the viewpoint of a 
distributor). 

1. Put sales force into produc- 
tion department. 

2. Put production force out 
selling. 

3. Retire all efficiency experts 
—on non-monetary basis—ask 
for 100% reimbursement of sal- 
ary paid. 

4. Person responsible for all 
superfluous paper work—should 
TUMBLEHEAD seek employment with govern- 
GRAVITY TYPE ment. 
Falls into open position | 5. Individual now in charge 
to fasten work securely | of “can’t find your order” depart- 
against hollow walls, | ment should go to work for miss- 

| 
| 
i 





ing persons bureau. 

6. The employee who gives 
fictitious delivery dates should 
apply for employment on state 
parole board. 

7. Person who throws letter 
requesting information in waste 
basket be employed by waste 
paper compress. 

RIVETED HEAD 8. Any employee spending 
STUD BOLT TYPE | $1.00 to save ten cents start 


SCREW HEAD STYLES . - ae os ian 
Z Falls into open po- study of Einstein Theory of Re- 
; sition by grovity. lativity along with Kinsey Re- 
port. 
9. “Excuse Department” 
should be eliminated in its en- 
| tirety replaced by trained seals 


THE WorarrRos wane LINE OF MASONRY who can’t talk. 


10. After this, nobody on pay- 


Awcneenee AND DRILLING DEVICES roll but “Production & Sales.” 
“Sales make Production” and 


ARE ‘Production keeps Sales. 
ARRO-CORE MASONRY DRILL one ° ° 
(The above article was orig- 


A-C-E EXPANSION SHIELD MACHINE SCREW ANCHOR inated and written by A. M. 


— « ETS SE Orsburn, sales manager, Ar- 


ARROFLUTE CARBIDE MASONRY DRILL | kansas Electric Co., Little Rock 


NDER HAMMERLESS SETTING FO« 
O-£ EXPANSION SHIELD Ark.) 


6 ———— 
‘et = oer 


HOLD-IT EXPANSION SHIELD New Film Promotes 


. MALABAD BOLT ANCHOR onecnae Electric Heating 
= NEW YORK —A new 25-minute 


DOUBLE EXPANSION SHIELD . ) sound slide film on installed perform- 
— ~ deadlterc TWIST DRILL POINT ance standards for insulation in houses 
| _ ——--~=nenaem , —— . to be electrically heated has been re- 
LAG SCREW EXPANSION SHIELD  \ smal ceave wale aheraetin a leased by the National Mineral Wool 
ben ES 4 Association. The film, titled, “Elimi- 
nating the Guesswork,” is offered as 
LEAD SCREW ANCHOR RUSBERGRIP DRLL POINT HOLDER a guide for electric heating equipment 
—e Dem eer--al Ce o> | makers, utility personnel and insula- 
naienn wil 7 ‘cement < ) tion contractors. Its purpose is to pre- 
TOGGLE BOLT JUTE PLUG UTTLE MAJOR TURNGUCKLE sent a new standard for figuring in- 
DISTRIBUTORS sulation and to point out the value of 
ite ty Appears proper insulation in promoting elec- 

SILVER KING in Leading Publications Di- tric heating. 
eT rected to Your Customers Prints of the film are available for 


$20 each, F.O.B., fre the tional 
ARRO EXPANSION BOLT COMPANY Mineral Wool pel oeinge Pe 


DEPARTMENT B, P. O. BOX 388, MARION, OHIO Ave., New York 20, N.Y. 











TWO WING TOGGLE BOLT 
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Spang Headerduct will feed electric, telephone and intercom wiring into floor cells on 28 of the 32 floors at First City National Bank 
Building, Houston, Texas. This will provide service wherever it's needed and permit speedy changes to meet any future requirements. 


In 1990 this Spang Headerduct wiring system will be as modern as it is today! 


Houston’s new First City National Bank Building is 
prepared electrically for any future requirements 


Nobody knows what kind of electrical service the tenants 
of First City National Bank Building, Houston, Texas, 
will need in the year 1990. But this new building will be 
able to handle their requirements through this SPANG 
Headerduct system. 

Over 31,000 ft of SPANG Headerduct have been in- 
stalled from the second through 29th floor of the 32-story 
building to carry electric power, telephone and intercom 
wiring under the floors. 

Future wiring requirements can always be made quickly, 
because the wiring is accessible by removing the SPANG 
Headerduct access box covers. This eliminates costly dig- 
ging into concrete, repairing and redecorating. Cellular 
floor cells carry the wiring from the headerduct to all 
parts of the floor at regular intervals, providing conveni- 
ent wiring service wherever it’s needed. 


PLAN FOR THE FUTURE WITH SPANG 


SpANG Underfloor Duct systems help builders stay mod- 
ern longer. The engineered design of these products sim- 
plifies installation and assures a lifetime of satisfactory 


service. To suit your requirements, you have a choice of 
Standard Underfloor Duct, Double-Capacity Duct and 
Headerduct—plus a complete range of service outlet fit- 
tings. For complete information mail the coupon below. 


Architect: Skidmore, Owens & Merrill, New York, N.Y., and Wilson, 
Morris, Crain & Anderson, Consulting Architects—Houston, Texas 
General Contractor: W.S. Bellows Construction 
Corporation, Houston, Texas 

Electrical Contractor: Fischbach & Moore of 
Texas, Inc., Houston, Texas 

Spang Distributor: Graybar Electric Company, 
Houston, Texas 


THE NATIONAL SUPPLY COMPANY 


Two Gateway Center, Pittsburgh 22, Pennsylvania 


Steel's Symbol 
of strength, 
long life 

and economy 


= 


Subsidiary of Armco Steel Corporation \ 


Vie 


The National Supply Company, Underfloor Duct Department 

P.O. Box 416, Pittsburgh 30, Penna 

Please send me a copy of Bulletin No. 491 entitled “SPANG 
Underfloor Distribution Systems.”’ 


Name 
Title 
Company 
Address 


City Zone 
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NEW PLANNER HELPS 
CONTRACTORS FIGURE JOBS 


Residential wiring jobs become easy to figure when 
Wiremold’s HOUSE POWER USE-PLANNER — with 
its room-by-room charts and complete list of 
portable appliances — is put to work by 
contractors. Besides generating more 
jobs, it saves time of countermen. 


Every distributor knows how profitable the Wiremold line 
has always been, thanks to our steadfast distributor support 
policies ... and every Wiremold distributor will increasingly 
feel the impact of our efforts to achieve greater stock 
turnover. 


IN ADDITION TO THIS SALES HELP our program 
supports you with: expanded advertising to reach more 
prospects . . . new specification and application literature 
to help you sell jobs... and the Genuine Electrical Eagle-Eye 
plan. Your Wiremold man will show you how to 
gain full advantage of the Wiremold Turnover 
Program. 


THE WIREMOLD COMPANY « DEPT. WO-11 * HARTFORD 10, CONN. 





CALENDAR OF EVENTS 





NOVEMBER 


Mid-America Electrical Convention 
Kansas City, Mo. 
November 14-16 


National Electrical 

Manufacturers Association 
Annual Meeting 
Atlantic City, N.J. 
November 14-18 


1960 Electrical & Home 

Appliance Show 
Electrical Building, 
Balboa Park, San 
Diego, Calif. 
November 25-30 





American Society of 
| Mechanical Engineers 
| Annual Meeting 

Statler-Hilton Hotel 
New York, N.Y. 
Nov. 27-Dec. 2 


DECEMBER 


| Industrial Building Exposition 
| & Congress 


Coliseum 
New York, N. Y. 
December 12-15 


JANUARY 


| National Association 

| of Electrical Distributors 
Southern Region Meeting 
Palm Beach Biltmore Hotel 
Palm Beach, Fla. 
January 8-11 


National Housewares Exhibit 
Lakefront Exposition Center 
Chicago, Ill. 

January 16-20 


17th Annual Convention 
& Exposition 
National Association 
of Home Builders 
McCormick Place 
Chicago, Ill. 
January 29-February 2 


American Institute 
| of Electrical Engineers 
Winter General Meeting 
Hotel Statler 
New York, N.Y 
January 29-February 3 
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Indecision? I don’t know if it’s the 

cause or whether it’s that fierce desire 
to call the perfect play. But, the penalty for too much 
time is the same regardless of the reason. 

Like my business. I’m an electrical wholesaler off 
the football field. Buying right is just as important to 
my profit column as selling right, and sometimes I’ve 
been penalized for taking too much time deciding. In 
fact, you might call it too much time in the huddle 
because I call in some of the other boys, and among 
the bunch of us we can shoot a whole morning 

Well, not long ago I started to do some thinking 
about a fellow who called on me representing Porce- 
lain Products Co. of Carey, Ohio. He said his com 
pany has been serving the industry since 1894. He 
had a catalog showing some 127 different electrical 
supply items. They were top quality and showed the 
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in the huddle 


type of design and craftsmanship that only years in 
the business can accomplish. He also pointed out that 
by ordering from this one reliable source. I could save 
time making out purchase orders, receiving reports, 
checks, inventory sheets. There would be fewer ship 
ments to check in and of course there would be a 
substantial savings in freight 

He said Porcelain Products Co. could furnish a 
well rounded line, including wireholders, mast kits, 
house brackets, copperweld ground rods, racks, spools, 
clevises, wedge grips, split bolts and many others. 

Makes sense to me. Next order I’m sending to 
Porcelain Products. And, incidentally he said a copy 
of their new catalog was mine for the asking. Bet 
they’ll send you one too if you write. No obligation, 
of course. 


PORCELAIN PRODUCTS CO. 5 N. PATTERSON ST., CAREY, OHIO 














Qvae, 


MEDIUM and HIGH MOUNTING 
PORCELAIN ENAMEL REFLECTORS 


for 
400 WATT MERCURY 
and 


300-1500 WATT MOGUL 
Incandescent Lamps 





Now Quad, for 37 years America’s lead- 
ing manufacturer of RLM incandescent 
reflectors, brings you these newly de- 
signed 16” and 18” diameter all white 
reflectors that incorporate top ventila- 
tion with a protective drip shield. These 
quality RLM reflectors are designed for 
easy, economical installation and main- 
tenance with socket or exclusive Easy- 
Tach construction for pendant or box 
type mounting. They have highest illu- 
mination efficiency, 54% of the light 
output is in the 0 to 40° with 33° 
shielding. Contact your Quad repre- 
sentative or mail coupon for details. 


SEND FOR FREE LITERATURE 


Gentlemen: Please send me details on RLM 
Medium and High Mounting Reflectors. 


Name 


QUADRANGLE MANUFACTURING CO. 
Dept. 86 32 S. Peoria St., Chicago 7, Ill. 


HIGH VOLTAGE 


by Bill Murray 














aboard a Pennsylvania Railroad train on my return trip from the 

Trenton, N.J. Electrical Exposition, last month. The show, spon- 
sored by the MUIDA division of the Central Jersey Electrical League, 
was hailed as a success. For the full story on the show see next 
month’s issue of EW. One sidelight of the show, is that Bill Griffith, 
president of Griffith Electric Supply Co., Trenton, is considering 
installing diesel engines in his fishing launch. According to Bill, “the 
fuel is safer than gasoline because it eliminates the possibility of a 
fire if a fuel leak should occur.” Why not use “flameless” fuel, Bill? 


|" this column seems a little out of focus, it’s because it was written 


Definitely Regular 


“Will it be a regular event?” This was the question asked Len 
Forrest, vice president of Mid-Island Electrical Sales Corp., Mineola, 
N.Y. last year at the conclusion of Mid-Island’s Industrial Mainte- 
nance Show. With an attendance of 400 persons, including manufac- 
turer’s representatives, purchasing agents, and plant engineers at a 
repeat performance of the show last month, president Milt Chrisman 
declared it has definitely become a regular event. The show is a good 
example of how “show business” can add to sales business. . . . 
Among thirteen distributors contacted, the American Home Light- 
ing Institute reveals that sales increased 12.9% for August of 1960 
over August of 1959. 1960 sales totaled $260,923 as compared to 
1959 sales of $231,102 for those distributors. 


‘Lectric Cars 


Several readers have requested the names of manufacturers of 
electric autos (Hi V, August, °60). For those interested, one model, 
called the Henney Electric Auto, which runs on 12 six-volt heavy 
duty batteries is manufactured by Eureka-Williams Co., Blooming- 
ton, Ill., a division of National Union Electric Co., Stamford, Conn. 
The body is that of a Renault Dauphine and the batteries can be 
recharged by plugging into any 110 volt or 220 volt electric socket. 
One of this type is presently in use with the Long Island Lighting 
Co., Mineola, N.Y. 


Candidates and Editors 


On the lighting scene, Vice President Richard Nixon almost had 
the political spotlight, literally speaking, lowered on him at a recent 
campaign speech in Springfield, Ill. due to a short circuit in an 
overloaded lighting cable. The Vice President said, “I want to make 
it clear this was not the work of one of Senator Kennedy’s representa- 
tives. It was just a natural act of God. That just shows there is so 
much electricity in the air tonight that you can’t even leave the 
lights up here—and we're glad to have it (the electricity in the air).” 
... Although Kennedy and Nixon were on the vote-getting road last 
month, EW’s editors were on a campaign trail of their own. .. . 
Bob Bush was on the editorial bandwagon in Kansas City, St. Louis, 
Mackinac Island, Chicago, and Cleveland. Here in the East, Herb 
Cavanaugh was button-holing distributors in the state of Massa- 
chusetts. Out in the Far West, George Ganzenmuller was spinning 
the editorial roulette wheel in Las Vegas, at the NAED Western 
Region Convention. . . . This gambler’s paradise was also the site 
of the NECA general meeting last month. The event was marked 
with the awarding of the James H. McGraw Award for Electrical 
Men to Denis J. Crimmins, manager of the New York City Chapter 
of NECA, who received the Contractors Medal and Purse. 
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PANELS 


FLEXIBILITY 


AND NOW... 
MORE CIRCUITS 


HALF SPACE 














Uni-Pak loadcenters have long offered stantaneous thermal-magnetic tripping— 
maximum flexibility, superior construc- miniaturized without sacrificing any of 
tion and exceptional features .. . qualities the well-known I-T-E quality. 

7 ist] is Ey > ine i ° ° ° 
that have distinguished the I-T-E line. I-T-E plug-in circuit breakers plus the 


Now... the EQ-T DUAL is available to I-T-E Uni-Pak provide the best and most 
make the Uni-Pak loadcenter even more flexible loadcenter line available today. 
flexible than ever. It’s a compact, dual- For additional information, write I-T-E 
breaker... two circuit breakers in a 1” Circuit Breaker Company, Walker Divi- 
case. The EQ-T DUAL is quick-make, sion, 125 Bennett Street, N. W., Atlanta 
quick-break, trip-free, with low range in- 9, Georgia. Ask for Bulletin NI-100. 


WALKER DIVISION 


(f) |-T-E CIRCUIT BREAKER COMPANY 
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INCANDESCENT FLOODLIGHTS | 









BY 





MERCURY VAPOR LUMINAIRES 





THE MOST DEPENDABLE 








NAMEINLIGHTING 





Now, with the acquisition of the Nepo line of Mercury V>,or lighting 
equipment and the introduction of a newly designed line of 'lood Lighting 
Units, Multi offers a complete line for outdoor lighting. Tnese new lines 
will combine the same excellence in engineering, design and precision 
manufacturing that have made Multi the choice for dependability by en- 
gineers, wholesalers, contractors and maintenance electricians for more 


than 35 years. 





FLOODLIGHTS 





NEW 
ALUMINUM 
ENCLOSED 
ANGLE TYPE 
FLOODLIGHTS 


ALZAK FINISH 
WIDE OR 
NARROW BEAM 


FOR 
INCANDESCENT 
750-1500 WATT 

LAMPS OR 
MERCURY VAPOR 
400 WATT LAMP 


HINGED GLASS 
COVER LENS, 
HEAT & IMPACT 
bP RESISTANT GLASS 


WATERTIGHT 
LE 
ENTRANCE 
FITTING 


AIM SIGHT- 
STOP SETTER 
LOCKING ARM 
A QUALITY 
FLOODLIGHT 





GENERAL 
PURPOSE 
ALUMINUM 
FLOODLIGHT 
ALZAK FINISH 
300-500 WATT 
HEAT & IMPACT 
RESISTING 
CONVEX LENS 





PORCELAIN 
ENAMELED 
ELLIPTICAL 

FLOODLIGHT 
OPEN TYPE 
300-500 WATT 
750.1500 WATT 





CATALOG NO. 8075B 


SEND FOR YOUR COPY OF 
CATALOG LITERATURE 
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MERCURY LUMINAIRES 








CATALOG NO. 510CC 
A one-piece cast aluminum housing that 
provides for ballast in-head Alzak re- 
flector, prismatic glass refractor for use 


with 250W and 400W lamps. 


ocean peaieagsaed 


CATALOG NO. 500G 
Same general construction as 510CC, but 
for conventional ballast mounting outside 
unit. Ideal for expressway, streets, inter 
sections, parking lots, playgrounds, etc. 





CATALOG NO. 600 


For use with Mercury Vapor or | 
Incandescent Lamps. For side 
or pendant mounting. Cast alu | 
minum head, Alzak reflecto: | 
and stainless steel fastenings 


CATALOG NO. 400P 


Mercury Vapor perimete 
floodlight. An all-purpose out 
door unit for building exte 
riors, industrial ond recreatior | 
areas, parking lots, etc. | 


CATALOG NO. A300 


A mushroom luminaire witli 
open Alzak reflector sealec 
over glass, cast aluminun 
base. For service statior 
plazas, patios, parks, prome 
nades, campuses and other 
open areas. Utilizes 250W and 
400W Mercury Lamps. 


Write for literature on the complete line| 
of Multi-Nepo Luminaires, poles, fittings, 
mountings, etc. 


MFG. INC.E 


CHICAGO 24 





PEOPLE IN THE NEWS 





John E. McAuliffe has been re- 
elected chairman of the board of 
Iriangle Conduit & Cable Co., Inc. 
Joseph G. Slater has been named vice 
chairman. C. S. Menger has been ap- 
Vv. McKay 


has been named executive vice pres: 


pointed president and C, 
dent 


A. C. Lamperti, secretary and comp- 
troller of Graybar Electric Co., Inc. 
has retired from active service with 
the company. Lamperti culminated 
his four decades of service as an 
officer, voting trustee, director and 
member of the executive committee. 


Frank F. LaGiusa has been ap- 
pointed sales manager of the Com- 
mercial Lighting Department of the 
C. S. Mersick Electric Supply Corp., 
West Haven, Conn. A former lighting 


sales engineer and designer, LaGiusa 
will service Mersick lighting accounts 
and assist in creating custom lighting 


installations 


William H. Loeber has been named 
manager of Westinghouse Electric 
Corporation’s newly formed residen- 
tial marketing department. Loeber 
had been marketing manager of the 
company’s Total Electric Home pro- 


gram until expansion of that program 
caused the formation of the new de- 
partment. Loeber will be headquar- 
tered at the company’s offices in New 
York City. The former field man- 
agers of the Total Electric Home 
project now will assume duties of re- 
gional managers for the new depart- 
ment. They are: John G. Adams, 
Southeastern Region, Atlanta; Francis 
X. Winn, Northeastern and Mid- 
Atlantic Regions, New York City; 
Herman L. Wiler, Central Region, 
Mansfield, Ohio; James K. Garvey, 
Northwestern Region Chicago; 
Charles R. Beatty, Southwestern 
Region, St. Louis; J. G. McKinley, 
Pacific Coast Region, San Francisco. 


Paul Lakatos has been promoted to 
general sales manager of the John A. 
Becker Co., Dayton, Ohio. Lakatos, 
formerly an industrial salesman, joined 
the firm in 1952 


Richard G. Slauer has been elected 
president of the Iuminating Engi- 
neering Society. Slauer is manager 
of engineering for Sylvania Electric 
Products Inc., Wheeling, W. Va. He 
replaces Joe B. Browder, retiring 
president of the society 


James R. Whitlock has been named 
manager of the Olin Aluminum Co.’s 
branch sales office at Louisville, Ky 
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Circle CIRCLOC* Interlocked Armored Cable com 
bines flexibility with mechanical protection in one 
lightweight, economical construction. It trains 
easily over obstructions; is ideal for future plant 
expansion. Available in galvanized steel, bronze or 
aluminum armor—from 600 to 15,000 volts. 
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how good should 
power cable be 






.. for dielectric strength ? 


At CIRCLE, the point is not how well specifications are met— 
but rather how far they can be exceeded! Take, for example, the 
well-known “double voltage test” as required by IPCEA-NEMA. 


IPCEA-NEMA Performance Requirements 


“6.5.3 After the sample has been immersed for at least one hour, it 
shall withstand for 5 minutes a test voltage which is twice the test 
voltage given in Table 12.” 

“6.5.4... starting with the voltage at which the test described in 
6.5.3 was made, the voltage shall be raised in steps of approximately 
20 per cent of the immediately preceding voltage until failure occurs, 
the voltage to be kept constant at each step for 5 mintues.” 


“Circlesheath® Type RR Power Cable Performance”’ 


The following table describes the performance of three samples of 
Circle butyl-insulated Type RR power cable. 








CABLE RATED DOUBLE AC | CIRCLE B’KON | MAXIMUM STRESS 
SIZE VOLTAGE | TEST VOLTAGE| VOLTAGE IN VOLTS PER MIL 
__2 AWG ___ SKY} 28KV 48. 3KV . 
170 AWG 5KV 28KV 40.3KV 356 
500MCM | 5KV 31KV 44.6KV 307 























A Circle power cable, subjected for over two years to a 250% overload 
of rated voltage in a test still in process, continues to meet all 
specified requirements. 


Turning out high-reliability power cable requires expert knowl- 
edge of compounds, absolute quality control—_and men who 
know enough to produce the very best. Next time you specify 
power cable, ask for Circle—there’s no finer made. 


CIRCLE WIRE & CABLE CorP., Maspeth, N. Y. 


@CIRCL 


RUBBER COVERED WIRE & CABLE + VARNISHED CAMBRIC CABLE + 
PLASTIC INSULATED CABLE + NEOPRENE SHEATHED CABLE + CIRTUBE* EMT 


WIRE & CABLE 


a subsidiary of 


Cerro ve Pasco Corporation 
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Irvin C. Turner has been named 
branch manager of the Charlotte, 
N.C. branch, National Electric Div., 
H. K. Porter Co., Inc. He was form- 
erly product sales manager of sur- 
face raceways. 


Randall S. Stevens has been ap- 
pointed advertising manager of Ed- 
wards Co., Inc. Stevens will be re- 
sponsible for the company’s adver- 
tising and public relations activities. 


John M. Townsend has been elected 
president and a director of Conti- 
nental Electric Equipment Co., Cin- 
cinnati, Ohio. Prior to joining Conti- 
nental, Townsend was vice president 
of the wire and cable division of Es- 
sex Wire Co., Ft. Wayne, Ind. 


Frederick E. Nickel has been ap- 
pointed national account representa- 
tive for the central and midwestern 
sales regions by the Westinghouse 
lamp division. In his new position, 
Nickel will be responsible for lamp 
sales of industrial accounts in these 
regions. 


SE LL N b W JET LINE. John K. Lincoln has been named 


sales manager of Minneapolis-Honey- 

NON CONDUCTIVE well’s Micro Switch Div. He suc- 
Pa ceeds Frank Wilsey who recently 

was named vice president. Richard F., 

Johnson has been named central area 


sales manager, succeeding Kenneth 
J. Cumming. Cumming has been pro- 


pany’s Marion Instrument Div., Man- 
chester, N.H. 


. ...Safer...speedier...costs less, too! ,% | moted'to sties manager of the com- 
\ s | 


~ q a 
=a oe oe 


Jay M. Witbeck has been appointed 
regional manager of the Crouse-Hinds 
: ‘ ; Co., at Charlotte, N.C. James E. 

In any size, any type conduit, fish with Jet Line ide bes teen | cated weshenel 
RIGID ROPE and do away with dangerous metal ake has been appointed regiona 
tapes. | manager of the New York region of 


, ; ; the company. 
© Non-conductor — braided poly jacket over solid yo 


poly core. 
Flexible — easy to push, easy to grip, won't Alexander S. Basil has been named 
“spring” out of hand, glides smoothly without | president of the Rockbestos Wire & 
drag or damage to conduit. Cable Co., a division of Cerro de 
Long-lasting—can’t rust, won’t separate, strong Pasco Corp. Basil was formerly vice 
and durable. president and general manager. 
Lightweight—50’ length weighs only 14 oz. 
50’ and 100’ lengths — costs less than any fish George C. Scribner has been ap- 
tape designed for use in all types of conduit. pointed manager of Vulcan Electric 
“Guide Sleeve” of polyethylene, 12” length, in- Co., Danvers, Mass. His responsibili- 
cluded —for use in feeding Jet Line RIGID ROPE ties include merchandising, sales pro- 
into outlet boxes. motion and advertising. 


For full information on RIGID 
ROPE, and the complete Jet Line Ray W. Thompson has been ap- 
Method of wiring conduits write pointed to the position of general 
sales manager, marketing division, 
— 5176 Square D Co., Park Ridge, Ill. He 
was formerly midwestern region man- 
JET LINE JL @) B UCTS ager. Kurt Morris has been named to 

j 7 Thompson’s former position. Morris 
615 FUGATE AVE., CHARLOTTE 5, NORTH CAROLINA will headquarter in the offices of the 
Schiller Park, Ill. plant. 
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CHASE TAPES > 


Call the friendly 
Counterman at your 

, nearby Electrical Dis- 
tributor for prompt, 
dependable service on 
every Chase Tape 
order! 





answer every roll call! 


Chase Friction Tape here! Chase Neoprene Splicing Tape here! 








Chase Rubber Insulating Tape here! Chase Ozone-Resistant Splicing Tape here! 






Chase Plastic Electrical Tape here! Chase Semi-Conducting Splicing Tape here! 










Precision Insulation Co., Inc Joseph F. Taraba Co 
502 Westchester 1824 So. East 50th St 


ORDER FROM 










David Role Co. A. W. Schmitz Co Corpus Christi, Texas Portland 15, Oregon 
14 Dietz Road 618 Case Bidg. 
Hyde Park, Mass o 2 + abge nell ‘ Joseph F. Taraba Co. A. J. Noce & Assoc. Inc 
Sea ty Oy vee 1016 First Ave 2 Old Clairton Road 
Seattle 4, Washington Pittsburgh 36, Pennsylvania 





Berry-Rochi, Inc. 


29.28 41st Avenue M. J. Pelletier Co. 


1015 Third Street, N. 














Long Island City, N. Y. Minneapolis 1, Minn. Magna Products, Inc Arnold J. Young 
11808 So. Bloomfield Ave. 15900 Hamilton Ave 
Thomas P. Harris, Jr. ‘ Sante Fe Springs, Calif. Highland Park 3, Michigan 
yers-Aubrey Co. 
6037 Bonneau Road 
> > 1624 So. Harvard 
Richmond 27, Va. Tulsa 16, Okla. Magna Products, Inc. N. Hunt Moore & Associates 
680 7th Street 3373 Poplar Ave 
Oakland, Calif. Memphis, Tenn. 
John S. McWhorter, Inc. H. C. Torrey Associates 
49 N.E. 22nd 1429 No. First St. 
Miami 37, Florida Phoenix, Arizona CHASE & SONS, INC. OFFICES 













Earl L. Jolly Douglas E. Rood 
Jack L. Grady Co. Precision Insulation Co., Inc. Chase & Sons, Inc Chase & Sons, Inc. 
105 E. Gregory Blvd. 2931 Holmes Road 24 California St 6666 Gulf Freeway 
Kansas City, Missouri Houston 21, Texas San Francisco, Calif Houston 17, Texas 


CHASE & SONS INC. 


26 SPRUCE STREET, NORTH QUINCY, MASS. 














For Corrosion Control of buried pipe, conduit, or cable, specify Chase CORR-PREV Protective Tape Coatings, CORR-PREV Division 
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with CF:! Galvanized Steel Strand 


CFal Galvanized Steel Strand used as 
overhead ground wire safeguards your 
power cables all along the line. It takes 
the punishment from lightning and shunts 
it harmlessly aside. 

This kind of safety is inherent in every 
foot of CFal Galvanized Steel Strand. 
The wire is expertly drawn from selected 
steels. After the wire is hot-dipped in zinc 
for extra weather resistance, it is stranded. 
The quality controls used in each manu 


facturing Operation assure a strong, safe, 
dependable grounding wire. 

For standard applications, CFal Gal- 
vanized Steel Strand is made to ASTM 
specification A-363 in seven- and three- 
wire constructions. For special applica- 
tions CFal is equipped to manufacture 
strand to your own specifications. 

For complete details and delivery 
schedules, contact your local CFal sales 
office. 


GALVANIZED STEEL STRAND 


THE COLORADO FUEL AND IRON CORPORATION 


La 


In the Wes?: THE COLORADO FUEL AND IRON CORPORATION — Albuquerque * Amarillo * Billings * Boise 

Butte * Denver * El Pase * Farmington (N. M.) * Ft. Worth « Houston * Kansas City * Lincoln © Los Angeles 

Oakland * Oklahoma City * Phoenix * Portland * Pueblo * Salt Lake City * San Francisco * San Leandro 
Seattle * Spokane * Wichita 

In the East: WICKWIRE SPENCER STEEL DIVISION — Atlanta * Boston * Buffalo * Chicago * Detroit 


New Orleans * New York ¢ Philadel 


CF&Il OFFICE IN CANADA: Montreal 


hia 
CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 


= ya ES 





J. C. Blanton has been appointed a 
regional vice president of the A. B. 
Chance Co. Blanton will be in charge 
of sales and warehousing operations in 
the North Central region and will 
headquarter in Chicago. Blanton, with 
the company since 1935, formerly 
served as regional manager. 


Stanley A. Gorski has been named 
manager of marketing at General Elec- 
tric’s Appliance Control Department, 
Morrison, Ill. Gorski succeeds Donald 
J. Harrington, who has been appointed 
manager of marketing at the com- 
pany’s Capacitor Dept., Hudson Falls. 
N.Y. 


S. T. Walz has been appointed 
Southeast Region manager of the 
Square D Co. Walz, with Square D 
since 1934, will now direct manufac- 
turing operations of the company’s At- 
lanta plant as well as all southeastern 
marketing activities. Reporting to Walz 
will be newly appointed southeastern 
region sales manager Leonard Mur- 
rans who has been with the company 
since 1949. 


Lewis R. Gaty has been elected 
vice president in charge of engineer- 
ing and research for the Philadelphia 
Electric Co. Gaty has been serving as 
vice president of research and develop- 
ment since 1956. 


The retirement of William J. 
Schmidt, vice president-sales, has been 
announced by the Long Island Light- 
ing Co. He was formerly assistant vice 
president. 


Lynn E. Greeley has been ap- 
pointed district manager in Charlotte, 
N.C. for replacement sales of elec- 
tronic components in General Electric 
Co.’s Receiving Tube Dept. 


Allan G. Smith has been appointed 
direct factory representative for Por- 
celain Products Co., in the Wiscon- 
sin, northern Illinois, and northern 
Indiana area. 


B. Levinson has been appointed 
chief engineer of Chester Cable Corp., 
Chester, N.Y. He was formerly as- 
sociated with The Okonite Co. 


William L. Davis has been elected 
executive vice president of Emerson 
Electric Manufacturing Co., St. Louis, 
Mo. He will serve as general manager 
of the electronics and avionics divi- 
sion, and also be responsible for cost 
control programs as head of corporate 
engineering and development, it has 
been announced by W. R. Persons, 
president. 
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THE MODERN CONTRACTOR... 

















TERMINATE 


USES THE... 
T&B MODULAR FITTINGS SYSTEM 
FOR INTERLOCKED ARMORED CABLE 


...to Fully Take Advantage of its Flexibility 


With the Modular Fittings System you 
specify the fitting to suit the installation. Termi- 
nate, Dead End, Support, Ground, Mount, Pot 
Head, Wet or Dry, T&B Modular Fittings can 
solve all these problems, at Lowest Installed Cost. 


Write for our Free Eye-Opener Series and learn how 
you may profit from this new System. 


SOLD COAST TO COAST EXCLUSIVELY BY YOUR LOCAL T&B DISTRIBUTOR 


THE THOMAS & BETTS Co. 


INCORPORATED 
SaaRAMDbiked ELIZABETH, NEW JERSEY IN CANADA, THOMAS & BETTS LTD. MONTREAL 
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the KEY 


to the 


DISTRIBUTORS 
RECEPTACLE 
BUSINESS 


This “KEY” Fits 
Most Popular 
RECEPTACLES 
Found at Your 


DISTRIBUTORS 


This "KEY" which has been added to our 
#190 series—ot no extra cost—was designed 
to fit most popular size and style receptacles. 
The "KEY" drops easily into special slots in 
adjusting ring—you select the receptacle re- 
quired and simply “LAY-IN"; then "LAY- 
ON" receptacle ring. That's all—no more 
ears to clip—very easy to install. 


FULLMAN’S 


Adjustable 


STEEL BOX 


190-N R Series 
No Receptacle 


Our #190 series is a standard 4” octagon, 
sheet steel box and takes |/.” up thru 234” 
abandon plug. Box-body opening is plenty 
large for complete hand access from top of 
concrete to bottom of box. A second tin lid 
is provided for pouring concrete to very top. 


Sales Representatives in all principal cities 


Hulman 


Manufacturing ©o. 


1209.1215 


LATROBE. PA. 


JEFFERSON STREET 











MARKETING AIDS 





New Packaging and Displays Boost Sales 


Westinghouse Introduces new light bulb package 


bulb packaging has been under- 

taken by Westinghouse Electric 
Corp. The company’s lamp division 
has introduced new packaging embrac- 
ing a bold color concept employing a 
different hue for each wattage; com- 
pletely redesigned graphics including 
the prominent use of a new corporate 
trademark; and new outer wrappers. 
Employing a clean white background, 


A fresh approach to household light 


the large sides of the new package 
contain four words and three figures. 

The new light bulb sleeves contain 
two lamps. A spokesman revealed that 
the two bulb is the best unit of sale. 
It encourages multiple purchases and 
does not tend to encourage the buyer 
to “break” the package as do sleeves 
containing larger quantities of bulbs, 


he said. 
* oo * 


General Electric designs holiday floodlight package 


designed two shipping carton dis- 
plays to help boost sales in the 
floodlight market. 

The “Holiday Pack” features the 
most popular color floodlights for the 
coming holiday season — red, green 
and blue. By cutting along dotted 
lines on the shipping carton, the box 
can be folded into a showcase dis- 
playing twelve 100-watt color flood- 
light bulbs. The bulbs, individually 
packaged, are color-coded according 
to the tint of the bulb itself, making 
possible easier customer and dealer 
recognition. 

Another similar display is available 
containing 12 clear 75- and 150-watt 
floodlight bulbs. 


(5 szsienes ELECTRIC CO. has 


Both shipping carton displays take 
little counter or window space, being 
14 in by 11% in and 21 in high. They 
are easily and quickly set up for im- 
mediate use. 

The “Holiday Pack” is one of the 
company’s latest innovations in their 
point-of-purchase-selling system. Both 
displays have been designed to help 
dealers take advantage of the growing 
use of floodlights in Christmas and 
other holiday decorations. 

The holiday lighting sales effort will 
be backed up with a national adver- 
tising campaign, which will include 
200,000 direct mail pieces to retailers 
and a two page magazine advertise- 


ment in color. 
* * 


Dimmer display features "'try-it-yourself" item 


CO., Philadelphia, has developed 
an attractive promotion display 
for its dimmer. Available free of 
charge to distributors and dealers with 
orders for the dimmer, the display is 
a “try-it-yourself” item which permits 
the customer to test the sample dim- 
mer for himself. 
The display, which may be placed 


p ROGRESS MANUFACTURING 


on a counter or mounted on a wall, 
is of sturdy construction, built on a 
metal and wood base. Picturing a 
modern living room interior in vivid 
colors, it effectively dramatizes the 
“hi-lo” lighting that can be achieved 
with the dimmer switch. The side pan- 
els of the three-dimensional display 
feature informative written highlights 
which complement the presentation. 





LBE Program Produces 
1961 Promotion Aids 


NEW YORK — The Live Better 
Electrically program of Edison Elec- 
Institute has produced slide-script pre- 
sentations of the new 1961 LBE pro- 
gram showing current ads, promo- 
tional materials, and research findings 


which guided the creation of the pro- 
gram. 

The presentations are designed to 
encourage appliance dealers, utility 
sales people and the trade’s support of 
the new LBE creative approach. 

Presentations may be ordered di- 
rectly from Edison Electric Institute, 
750 Third Ave., New York 17, N.Y. 
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how many hours did you spend 
explaining, not selling? 


Explaining steals selling time. Explaining why an unknown 
product might do the job. Explaining who makes it, explain- 
ing away the lack of vital features. 

Quality electrical products need no explaining. They offer 
features to sell. They’re known in the trade, are aggressively 
advertised and promoted. You don’t explain—just sell your 
service, your abilities. And you profit through quality. 

The way you can profit is with Republic ELECTRUNITE" 
E.M.T., best known, best accepted brand in the business. 
Recognized for quality and ease of installation. You sell 
Republic E.M.T. on features: “INCH-MARKs” for easy meas- 
uring, precise bending, material savings; “GuIDE-LINEs”’ 
for bending in proper plane, avoiding ‘““wows,” eliminating 
waste; “INSIDE-KNURLING” and SILVERSLICK” that makes 
wire-pulling up to 37% easier, wire-pushing easier, too. 

No price objection you can’t overcome. Ring up sales 
by showing how... 


“THE BEST COSTS LESS INSTALLED” 


Profit through quality. Stock and se// Republic ELECTRUNITE 
£.m.T. and Rigid Stee/ Conduit. You se// them, not explain them. 


REPUBLIC STEEL 


STEEL AND TUBES DIVISION 


Cleveland 8, Ohio 


REPUBLIC STEEL CORPORATION 
STEEL AND TUBES DIVISION ¢ DEPT. C-9184R 
215 EAST 131st STREET « CLEVELAND 8, OHIO 

I want to learn more about “INCH-MARKS’®, “GuIDE-LINES’®, 
“INSIDE-KNURLING’’®, and SILVERSLICK® the quality selling features 
of Republic ELECTRINITE® E.M.T. 








Name Title ——— 
Firm oe peapennecoenseaimamnanepnigong oe 
aS we 
City —" Zone State 
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... Section 220-3 (b) of the 1959 
National Electrical Code states... 


“For the small appliance load in 

kitchen, laundry, pantry, dining room and 
breakfast room of dwelling occupancies, 

(1) 2 or more 20-ampere branch circuits 

in addition to the branch circuits 

specified in paragraph 220-3 (a) shall be 
provided for all receptacle outlets (other 
than outlets for clocks) in these rooms, and 
such circuits shall have no other outlets.” 


Designed to provide full compliance with the revised Code, Circle 
F’s new No. 2532 does much more! It becomes a “universal” outlet! 
It accommodates appliances, heavy-duty portable tools, business 
machines, etc., having substantial energy requirements, where the 
new 20 A.-125 V. plug cap (No. 2528) is necessary. It also accom- 
modates 15 A.-125 V. 3 wire U-ground and standard parallel blade 
caps. One outlet for all! Circle F’s quality is tops and the price is 
right. Contact your Circle F representative for complete details. 


SSAA ade... TihdedaoMaomae bs 
NEW JERSEY 





NEW LITERATURE 





Speed Reducers—Link-Belt Co. de- 
scribes its redesigned and expanded 
line of parallel shaft reducers in a 
new 36-page book (2719). Book has 
descriptions of 57 sizes, including 23 
new sizes, and presents full informa- 
tion for selecting the correct drive 
for every application. Available from 
Link-Belt Co., Dept PR, Chicago 1, 
Til. 


Speed Drive—General Electric Bul- 
letin GEA-6806 describes new line of 
14-25 horsepower mechanical adjust- 
able speed drives. The 16-page, two 
color booklet discusses principles of 
operation, configurations and features, 
and includes mounting positions, rat- 
ing table, and descriptions of avail- 
able accessories. There is also a dis- 
cussion of the benefits of mechanical 
adjustable speed drives, and how to 
select and specify units. General Elec- 
tric Co., Schenectady 5, N.Y. 


Compression Products — Anderson 
Electric Corp. introduces a new line 
of compression products in their new 
illustrated brochure. Features of the 
new line are highlighted in the bro- 
chure, and complete tool and die in- 
formation for hydraulic and hand 
operated tools is included. Write P.O 
Drawer 2151, Birmingham 1, Ala. 


Rotary Switch—The 13-page bulle- 
tin D-460 gives a detailed description 
of hermetically sealed rotary switch. 
The catalog illustrates 3072 standard 
designs including dimensions, draw- 
ings, mountings, receptacles and wir- 
ing. Ledex Inc., Dayton, Ohio. 


Fluorescent Lighting — Neo-Ray 
Products Inc. offers Catalog No. 12A 
describing its commercial fluorescent 
lighting equipment. All fixtures de- 
scribed are accompanied by complete 
engineering information, cross sections 
and dimensional data, and _photo- 
graphs. Copies from Neo-Ray Prod- 
ucts, 315 E. 22nd St., N.Y. 10, N.Y. 


Aviation Equipment — Crouse- 
Hinds’ new Bulletin 2724, “Lighting 
and Control Serving Aviation 24 
Hours a Day,” describes its line of 
electrical equipment for aviation. Cov- 
ering obstruction lighting, beacons, 
wind indicators and other products, 
the bulletin can be obtained from 
Crouse-Hinds Co., Syracuse 1, N.Y. 


Merchandise—New 84-page catalog 
illustrating over 1,500 electrical wir- 
ing devices, lamps and specialty prod- 
ucts has been issued by Eagle Electric 
Mfg. Co., Inc., 23-10 Bridge Plaza 
South, Long Island City 1, N.Y. 
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Below: Harold A. Glass, Executive 
Vice-President of Lighting Prod 
ucts Inc., Highland Park, Illinois. 





d 


Above: Installation of Sola ballasts in LPI fluorescent 
luminaire helps assure peak performance and reliability 





A fixture manufacturer talks about Sola ballasts and Sola’s in-warranty replacement plan — 


“Sola ballasts in LPI fixtures have proved 99.53% reliable” 


“Detailed records on a typical sample lot of 19,000 
Sola ballasts installed in LPI fixtures show these 
ballasts are 99.53% reliable,”’ states Harold A. Glass, 
Executive Vice-President of Lighting Products Inc. 
“This low failure ratio of less than one-half of 1% is 
excellent for this type of equipment. 

“With Sola ballasts, our fixtures deliver the per- 
formance we’ve engineered into them .. . thus guard- 
ing our reputation as a manufacturer of high-quality 
industrial and commercial fluorescent lighting prod- 
ucts. Reliable operation of Sola ballasts in our fix- 
tures means more satisfied customers, from whole- 
saler to contractor to user. We like the way Sola’s 
in-warranty replacement plan works to eliminate 
any inconvenience for us in the rare instance of an 
in-warranty ballast failure. It assures speedy replace- 
ment that helps the customer, too.” 


Mr. Glass is one of many fixture manufacturers 
who benefit from the superior performance and 
reliability of Sola ballasts — reliability that makes 
possible Sola’s unusual in-warranty replacement 
plan. This plan enables wholesalers to provide a 
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replacement — at full profit — for any Sola ballast 
which may fail within warranty. If the wholesaler 
does not stock Sola ballasts, he will provide an 
equivalent certified CBM ballast of another make. 
This replacement service is provided by 354 qualified 
wholesalers located throughout the United States. 
Full light output, quiet operation, cool in-fixture 
performance, full-rated lamp and ballast life that 
means excellent operation — these are some of the 
advantages that are offered by Sola ballasts and that 
have been proved by tests under the most severe op- 
erating conditions. For full information on Sola bal- 
lasts, write or call your nearest Sola representative. 
A Division of 


SOLA — 


SOLA ELECTRIC CO. Cc + Corporation 


Busse Road at Lunt Elk Grove. Illinois 
HEmpstead 9-2800 (Chicago Phone: NAtional 5-8630) 
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i Multi-Million $ Promotion — Na- 
PREJESTED ; tional Rural Electric Cooperative 

Assn. has produced a booklet outlin- 

HOLDING POWER : ing a nationwide multi-million dollar 
promotion plan encouraging member 

c consumers to purchase electrical ap- 
pliances. Using the Gold Medallion 


USE DIAMOND ? x Home Program as the framework, 
(OC) [D). , rural electric cooperatives throughout 
- the country plan to spend even more 


HAMMER % in 1961 than the $10 million being 


: spent this year on the promotion pro- 
DRIVE gram. The 10-page booklet describes, 
ANCHORS step-by-step, suggested promotion 
rf schedules tying statewides, rural elec- 
trics, manufacturers, wholesalers and 
Where holding retailers into the national advertising 
power counts... campaign of the electrical industry 
use this expansive promoting electrical living. The book- 
anchor . . . for all let offers ideas on credit card plans, 
Fecned Aleninum Biv kinds of masonry cash and/or credit incentives, free 
chor and Hot Galva- @ Nail Type services, coordination plans and other 
nized Nail Assembly. . : : 
Size range: % to V2" @ Vibration Proof promotional aids to increase the use 
. all ch il @ Rust Proof of electrical appliances in the home. 
National Rural Electric Cooperative 
Assn., Wash. 9, D.C. 


20 seconds 


Braiding Catalog— Alpha Wire 
Corp. has announced a new Catalog 
describing their line of braid products. 
ee Ae Each product is described in detail and 
~ TRIAL nen: Write for catalog seit an ma general applications are noted. A chart 
,' ; ealaahe details product dimensions, current ca- 
ee MONE NSION BOLT CO., “ei| pacities and other pertinent informa- 





~~ tion. A glossary is included defining 
a —— — shielding and braiding terms. Copies 
ov Rt pit may be obtained from Alpha Wire 
Corp., 200 Varick St., N.Y. 


7 
TRINE S NEW Mounting Manual — TA Mfg. Co. 
has developed a 76-page illustrated 


Engineering Design Manual (Bulletin 
212 G) offering a complete listing of 


It's convertible! . 
No materials and specifications, applica- 
v 





A space saver... , 
, ighted ! tions and the latest techniques for 
Electrically lighted! mounting tubing, wiring and similar 
Features lighted push buttons, includ hardware. Also included is a descrip- 
in new but- ; a¢ ine 
= on the new SMAP-ONS, lighted tion of a complete line of clamps, 
and unlighted. brackets, shims and line supports. Free 
Sp pA faecalis ce copy from Engineering Dept., 4607 
Equipped with changeable PRICE CARO. Alger St., Los Angeles 39, Cal. 
Presents a selection of the newest, 
best-selling Trine Push Buttons. » - 
All flush numbers and SNAP-ONS are 3 a Insulation And Heating —A 32 
pena peep ee ' page booklet, titled “How to Insulate 
in 7 : : ”° 
alien © your Golau. GEM, Your Home for Electric Heating” has 
wedi ; been prepared by the National Min- 
Mads comes a will fit ie O eral Wool Association. Describing and 
ywnere ™ your store. ie picturing proper insulation techniques 
CONVERTS IN A MINUTE! sane necessary for efficient electrical heat- 
HANG IT! : ts ing, the booklet is available by writ- 
On shelf posts—on a : ing to the association’s offices at 1270 
walls—on peg boards Sixth Ave., New York 20, N.Y. 
—on other displays 


= Locknut Bulletin—An updated re- 
SIZE: 11” x 22” Gene = view of their complete line of self- 


Windows woe locking standard nuts and clinch nuts 
PACKAGED DEAL INCLUDES FREE DISPLAY, FREE TRANSFORMER is presented in a six-page bulletin 


and 21 Push Buttons mounted on display. PLUS introductory Back-up stock ; (Form 2339) by Standard Pressed 
ot 47 Push Buttons, for a total of 68 push buttons. Push Buttons packed in : Steel Co.. Jenkintown. Pa Specifica- 


individual, colorful Trine boxes. “ ‘ ° ; 
tions and applications are discussed. 


Trine Manufacturing Corporation, 130 Ferris Place, New York GI, W. Y. | For copies, write A. Roesler, Box 361. 
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With a scientifically engineered prismatic refractor that projects a 
uniform “blanket” of light down and out. With an internal specular anodized aluminum reflector that redirects 
“trapped” light for more efficient illumination. With a mirror-bright external reflector that deflects “back-light” 
—usually wasted on building walls—into more useful areas. All in a rugged, solid die-cast aluminum fixture that’s 
completely weatherproof, exceptionally handsome. 


A COMPLETE LINE FOR UP TO 200W LAMPS Single and two-light fixtures for walls, ceilings, all exteriors requiring lasting beauty and 
superior performance. Wide range of finishes. Write for Catalog Section AP. 


CLUSTER LIGHTS > POWER-BEAMS * VAPORTIGHT + MERCURY VAPOR 2 ‘ 
NEW OPAL SERIES for NEW BULLET BEAUTY for dra. NEW DECORATIVE VA- 
BOXES and FITTINGS + EMERGENCY PORTABLES + UNDERWATER soft, diffused lighting. ‘matic outdoor floodlighting. A PORTIGHT for severe 
A complete fine. complete line. pete es eugene A 
complete line. 


© STONCO ELECTRIC PRODUCTS CO., KENILWORTH, NEW JERSEY 





ARMSTRONG 


THERMOSTATS 
Direct from Factory 





No Sales to OLM 


Accounts! 


& Direct sales to distributors only 
(no OEM) gives you extra profits on 
Armstrong top-quality controls. 


Write to factory today for full particulars! 


C.E.ARMSTRONG CO. 


125 E. Hereford Street 











Only Y-ER EAS has all these features 


. 
Write for 
descriptive 
booklet ° 
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Creamy, non-corrosive lu- ¢ 
bricant. Never greasy or 
messy. 

Prevents sticking or set- 
ting. Specially helpful on 
saddles and turns. 

Does not run back on 
cables. 

Never harmful to hands 
or clothing. 

Permanently non-harmful 


to cables or conduit. 4 


Gladstone, Oregon 








if 


PORTABLE POWER 
CUTS YOUR COSTS 





3500 
WATT 


Other Sezes— 600 Watt to 
1O0OKW—Al! Voltages, Phases 


USE POWER TOOLS WITH DEPENDABLE 
ELECTRIC 


WIND we 
———F| OWER pants 


You save 4 big ways with a 
WINPOWER electric plant: 


(1) automatically idles plant when load 


is off cuts fuel cost... 
lowers noise . extends engine 
life; 


(2) costs less to buy . priced to 
beat all competition; 

(3) speeds up production by supplying 
low cost, instant power on the job; 

(4) gives you long and dependable 
service backed by 35 years of 
manufacturing experience. Portable 
cradle units or two wheel dolly 


types. 
FREE BROCHURE ANO COMPLETE INFOR- 
MATION SENT BY RETURN MAIL. 








WINPOWER MFG. CO. 


NEWTON OWA 


Dept. G8 







































Connecticut Distributor 
Builds New Quarters 

HARTFORD, Conn.—The Capitol 
Light & Supply Co. has begun con- 
struction of new office and warehouse 
facilities. The new structure covers a 
22,000-sq ft area, which will include 
a modern lighting salon, an appliance 
display modern air condi- 
tioned office area and storage facili- 
ties. Completion of the project is ex- 
pected by March, 1961. The company 
expects its new building to facilitate 
proper service and storage operations 
in wholesale distribution. 


area, a 


Street and Highway 
Lighting Conference Held 

CHICAGO—*"A Close Look At The 
Street & Highway Lighting Market,” 
was one of the topics of the second 
Street & Highway Lighting Conference 
held by Electrical World magazine 
here last month. 

The conference, held on October 19 
and 20, was co-sponsored by the Street 
Lighting Section of the National Elec- 
trical Manufacturers Association, and 
the Street & Highway Lighting Com- 
mittee of Edison Electric Institute. 
Manufacturers of street lighting equip- 
ment, city governments, and_ allied 
fields discussed the problems of keep- 
ing with the developments in 
street and highway lighting 


ALUMINUM 


RIGID 
PIPE FITTINGS 


pace 





Aluminum 
Couplings 


Standard Radius 
Extra Large Radius 








Conouit Nieece Mes. co. 


1455 SPRING GARDEN AVE. 


PITTSBURGH 12, PA. 





ELECTRICAL WHOLESALING—November, 1960 





MANUFACTURERS' EXPANSIONS 





Norwalk, Conn.—Burndy Corp. and 
Ingeneria Electrica Industrial, S.A., 
have announced the formation of a 
jointly owned Mexican corporation. 
The new corporation, Burndy I.E.I. 
de Mexico S.A., provides for licensed 
manufacture and sale of electrical 
connectors throughout Mexico and 
Latin America. 


Pawtucket, R.I.— Collyer Insulated 
Wire Co. has announced plans for the 
construction of a $3 million, 400,000 
sq ft plant in Lincoln, R.I. The build- 
ing will consolidate four operations to 
take advantage of new, low cost man- 
ufacturing techniques. 





NEW YORK—The National Elec- 
trical Manufacturers Association will 
hold its 34th annual meeting at the 
Savoy-Hilton Hotel in New York on 
Thursday, November 17th. Attend- 
ance at the meeting will be by invi- 
tation, and the day’s program will be 
highlighted by a symposium of scien- 
tists discussing research and its prac- 
tical applications to the electrical 
manufacturing field. Another feature 
will be the announcement of newly 
elected officers of the association and 
the presentation of awards to out- 
standing members of the industry. 


Ling Oeil the finest 


“ 


SWINGING ARM LAMPS = \ 


liTy 


FOR ALL PURPOSES -~w'razucro \ 


‘ 


ALL PURPOSE FLUORESCENT LAMP No. 604C a 


Instant lighting—-Trouble-free operation—-Counter balance 
action—Tension control—U.L. approved. Dealer inquiries 
invited. 


LIST $20.95 


< THE INSPECTOR No. M-1 


The Lamp with a Built-in Glass Magnifier! for 
precision work-—-22 watt shadow-free fluores 
cent tube—Directional mobility—-Adjustment 
knobs. 45” arm reach 

LIST $36.00 (less bulb) 
Other models available 


Write Today For Detailed Brochure EW 
COCCOO COO OOO OOO OOO OOOO OOO SS OOOO SES EOESESSEEOEOOSOEES 
° ‘ 13 Moonachie Road .2 
Sia vie Hackensack, N. J. > 
. 


INCORPORATED 
SSSSOSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSCSCSSSSES 














DO YOU KNOW 
thot STRINGER 


—manufacturers of safety equipment 
for linemen for 16 years—offers an 
OUTSTANDING discount plan to the 
electrical wholesaler? Become eligible 
for STRINGER’S High Profit, attrac- 
tive discount plan by displaying the 
STRINGER line in your catalog. You 
owe it to your company—and the 
company salesrnen—to investigate this 
offer. Write STRINGER, or call, today. 


ASK FOR NEW 
FREE COLOR CATALOG No. 15 


e A COMPLETE LINE 
Highest Quality 

e Sales Aids Supplies 
“Line Truck” Equipment 


UTILITIES SAFETY 


SUPPLY CO., INC. 
LEE’S SUMMIT, MO. 
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WRITE FOR NEW CATALOG 
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Hibows 


90° and 45° 


have smooth, 
work-speeding 
raceways 

Conduit of Columbus 


bows are 
They are « 
Yn" to 6 
are conveniently toned 
and all are shipped 
promptly from factory or 
from one of ten strategically 


located warehouses 


CONDUIT PIPE PRODUCTS CO., 


Put Your Name 
In Your Customers’ Hands 


Two high carbon cutlery steel 
blades. Screwdriver and splic- 
ing blade lock in open posi- 
tion. Knife handle contains 
your 4-line advertising mes- 
sage. A practical, low-cost gift. 


15¢ =—s_-576.......69¢ 
288......72¢  1152......67¢ 


Sample on request 


FREE! 40-page catalog 
jisting over 250 proven 
executive gifts and ad- 
vertising specialties. 


R. Frank Advertising Specialties, Inc. 
253-15 POCA aan LLU CLM a ae 


| Hall, 











| NAED Announces 1961 


Convention Schedule 
NEW YORK—NAED has an- 


| nounced that the 53rd Annual Gen- 


eral Convention will be held in Cobo 
Detroit, Michigan, April 29 
through May 3, 1961. The Sheraton- 
Cadillac Hotel has been designated as 
convention headquarters. Applications 
for Manufacturers Conference Booths 
can be obtained from NAED in New 
York. 

The NAED 1961 regional con- 
vention schedule has also been an- 
nounced: 

e Southern Region meeting at the 
Palm Beach Biltmore Hotel, Palm 
Beach, Fla., Jan. 8-11. 

e Eastern Region meeting at the 
Saranac Inn, Saranac, N.Y., Aug. 
27-30 

e Central Region meeting at the 
Grand Hotel, Mackinac Island, 
Mich., dates in Sept. to be an- 
nounced. 

© Western Region meeting at the 
Jack Tar Hotel, San Francisco, 
Sept. 16-20. 





NEW YORK — Construction and 
building costs will head upward in 
1961 at a higher rate than this year, 
reports “Engineering News-Record,” 
McGraw-Hill publication. 


oe 


"ail 


BUILT-IN 
ELECTRIC 


~ WALL 
‘4 \~ CLOCKS 


mm Tigh 


6 MODELS . . . 2 DISTINCTIVE DESIGNS 


The Decorator Line and the Economy 
Line. 

World renowned, fully guaranteed 
synchronous movements. In colonial 
black or sparkling brass. Round or bar 
type hour markers. Every price range. 
Any model fits either 9” or 11” diam- 
eters. Easy fo install in plaster, dry- 
wall or wood. Individually packaged in 
colorful, display cartons. Write for 
Bulletin 277-1. 


LEIGH BUILDING PRODUCTS 


A division of Air Control Products, Inc. 
2260 Lee Street 
Coopersville, Michigan 





LIFT Big Reels 
Easier, SAFER 


with the 
HYKON 
REELIFT 


One man 

easily lifts 

1,000 Ib. reel. 
Two men can set up a heavy reel of 1,000 ft. 500,000 
CMC in less than 5 minutes—ready to pull cable fast! 
Reel revolves freely, yet is safe, solidly mounted. 
Compare costs—reel handling with a Reelift costs 
less than any other method. Raises any size reel up 
to 48” in diameter. 

NEW FREE CATALOG. Write for copy today. 


HYKON MFG. CO. 
Box 923, Mt. Union 
Alliance, Ohio 











THEY STAY ON 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 
feature. 


Contractors everywhere are o=r™ Bes 


switching to VICTOR. Cash in 

on this heavy demand. Add 

these fast selling, profitable 

Clamps and Straps to your 

line 

VICTOR products are 
neatly packed, clearly 
and attractively labelled. 
Orders for stock items 
shipped within 24 hours. 





Write for the new 
Victor Strap Catalog. 
Lists over 600 items 
to fasten Wire, Cable, 
Tubing and Conduit 


(I icror SPECIALTIES, INC. 


775 MAIN ST., NEW ROCHELLE, N.Y 








The Greatest Single Source for Clamps and wate? 
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UNIVERSAL 


NAIL-IT 


PAT. 2885169 
The New Hump Drive-It 
Strap has a sturdy 
head to insure Easy- 


ESSENTIAL 
FOR 
ELECTRICAL 
MEN 


Drive without = /P> (ieee 
bending or pulling COPPER PLATED 
out. Made of No. AVAILABLE FOR 
8 heavy wire. PLUMBER'S USE 

. Zine plating 


prevents rust. WRITE FOR. DE 
“SOLD ONLY THRU LEADING ELECTRICAL WHOLESALERS. 


THIEL TOOL & ENGINEERING CO.,INC. 


1417 N. MARKET ST. LOUIS 6, MO 











for any connection 


COLUMBUS running threads is fur- 
2” ++} ; 
’ lengths in 


black, electro- 


t-dipped galvanized 


lished in convenient 


finishes: raw 





ted and h 
Your orders can be shipped promptly 


egically located warehouses. 


CONDUIT PIPE PRODUCTS CO., 





COLUMBUS, OHIO 







SOLD ONLY THROUGH WHOLESALERS 
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| Aluminum 


| 


OBITUARIES 





Fred R. Eiseman, Sr. 


| Fred R. Eiseman, Sr., founder and 


chairman of the board of Revere 
Electric Supply Co., Chicago, Ill. died 
on Sept. 25 at the age of 77. Eiseman 
organized the Revere Co. in 1919 af- 
ter serving with Central Electric Co. 
and Electric Appliance Co. in Chi- 
cago. 

Eiseman retired as president of 
Revere a few years ago and was suc- 
ceeded by his son, Fred J. Eiseman. 
After his retirement, he became chair- 
man of the board for the company. 
Eiseman had been past president of 
the National Association of Electrical 
Distributors and a charter member of 
the Midwest Electrical Distributors 
Association. 


Edward H. Lewis 


Edward H. Lewis, 63, president and 
founder of Western Insulated Wire 
Co., Los Angeles, died on Oct. 4. 
Lewis, a mechanical engineer, has 
been credited with many inventions 
especially in the field of electrical 
wire and cable. He was a member of 
many groups, including the Interna- 
tional Power Cable Association and 
the National Electrical Manufacturers 
Association. 





NEW PRODUCTS YOU CAN USE 





Hoist Assembly 
Up-Right Scaffolds, Berkeley, Cal. 


hoist assembly instantly 
attachable to standard scaffolds lifts 
and positions materials for installa- 
tion at any height. Lifting arms ele- 
vate materials along vertical track by 
winch. Reaching the desired height, 
lifting arms can be moved horizontally 
on rollers to position above workman. 
Called “mechanical man”, it is de- 
signed for one-man operation. 


Electric Hammer 
Skil Corp., Chicago 30, Ill. 


Hammer’s electric motor drives pis- 
ton upward, creating a vacuum which 


| draws striker up. Piston starts down 


| stroke while striker continues moving 


| automatic power rotation; 


up causing compressed air cushion 
between striker and piston. Cushion 
prevents piston-striker contact and 
serves as powerful driving force for 
striker’s down stroke. Three methods 
of hammer operation: hammer with 
hammer 


| only without rotation; drill only with- 


out hammering. Called Roto-Ham- 
mer, it has no impact spring activa- 
tors, eliminating spring breakage. 





































For prompt delivery 
straight from the shelf... 





You can always figure on 


KEYSTONE 


A complete line of Keystone quality 
wiring installation equipment is 
stocked at coast-to-coast ware- 
houses, ready for immediate delivery! 
U. L. listed wireways and fittings, 
cabinets, boxes and enclosures —in 
any size, shape or type you need. 


KEYSTONE 


MANUFACTURING CO, 





Division of 
Avis INDUSTRIAL CORP. 
Warren, Mich. 


23329 Sherwood Ave. . 
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“LECTRI-LOK’ 
REFLECTORS 


SAFE, INSTANT 
ELECTRICAL DISCONNECT 


Easy Mdinténance Lamp and 
Reflector Removable as a Unit 
No Tools\Required with Exclusive 
Steber ‘‘Snap-in 
Shock Absorbing Self-Centering 
2-piece, Disconnect Socket 


Feature 


Exclusive Safety Feature—Live 
Contacts Protected Against Acci 
dental Short Circuit 

12” to 20” Shallow Dome or 
RLM Standard Dome Reflec 
tors 

Listed by Underwriters Labora 
tories, Inc 

Meets U.S. Corps of Engi 
specification 


STEBER DIVISION 
THE PYLE-NATIONAL COMPANY 


Chicago « Broadview, Ill. « Los Angeles 
Manufactured in Canada by: 
Pyle-National (Canada) Ltd., Toronto 15, Ontario 


Three-week-old GE Strike Ends 


Here is the complete report on the GE-IUE strike. 


housands of striking members of 

the International Union of Elec- 

trical Workers returned to work 
on October 24th. The union reached 
an agreement with GE on Saturday, 
Oct. 22, ending the 3-week old strike. 

A new contract was signed. It pro- 
vided for an initial 3% wage increase, 
effective the 24th of October. This 
offer was almost identical with the 
original contract offered by GE at the 
start of the unpopular walkout, but 
which union boss James Carey turned 
thumbs down on. When the offer was 
accepted, it gave strength to GE’s con- 
fidence in its own “Boulwarism” or 
tough bargaining with the union. It 
also confirmed prior reports that IUE 
was weak 
e Strike’s Start—The IVE struck GE 
at one minute after midnight, Oct. 2nd. 
Token picket lines were formed that 
morning at a number of GE plants 
where IUE represents some 70,000 
workers. GE’s total employment is 
240.000 
e Split Vote—The strike call went out 
Sept. 30, after a split vote by IUE’s 
GE conference board, made up of 
union locals in company plants. The 
voting score was 48-10. Five of the 
largest locals voted to accept a GI 
offer, but afterwards they surrendered 
to the majority 

GE had offered a three-year con- 
tract with an immediate wage increase 
and an additional 4% after 18 months, 
but IUE countered with demands for 
a 7% increase over two years, and 
for retention of cost-of-living bonuses 
GE insisted on dropping the latter 

GE’s determination to eliminate 
wage adjustments, based on the cost- 
of-living index (“escalator clause”), 
appeared as the big bone of conten- 
tion. IUE estimates that the clause has 
provided about 10% of the present 
average wage during the life of the 
old contract. 
e Increase Excluded — Cost-of-living 
increases were not included in GE’s 
offer and the escalator clause was 
dropped at midnight, Saturday, Oct. 
Ist, for employees who elected to con- 
tinue working without a contract. 
Other benefits of the old contract were, 
however, extended 

GE in recent years has taken on a 
“tough” policy in its labor relations, 
known as “Boulwarism,” which is 
based on the premise that the company 
never increases an offer to avoid a 
strike or bring one to an end. 
e IUE’s Big Complaint—The union's 
big complaint was that GE refused to 
compromise. Since it was made on 


Aug. 30, the company’s offer was 
modified slightly (a couple of times), 
providing alternative allotments of es- 
sentially the same wage benefits. “Be- 
yond that,” says one report, “the com- 
pany refused to budge,” maintaining 
that it did not want to put a price tag 
on its own offer because it wished to 
emphasize “benefits, not costs.” (GE 
appraised IUE’s terms at a cost of 
more than $500 million over two 
years. IUE president J. B. Carey said 
the cost would be less than a third of 
that.) 

e Fruitless Session— On Saturday, 
Oct. 1, before pickets were called out, 
federal mediators called contract ne- 
gotiations for GE and IVE into con- 
ference in N.Y.’s Roosevelt Hotel 
the same battleground that was the 
scene of long, fruitless bargaining in 
the steel strike a year ago. This session 
was equally fruitless, marked by ver- 
bal clashes between sides — with no 
giving by either 

e Against Strike—As the IUE strike 
got underway, GE reported that local 
unions representing 7,000 workers had 
accepted its offer. Among them were 
six locals of the International Asso- 
ciation of Machinists, representing 
over 2,500 employees 

e No Peace One report said that 
union planning called for peaceful 
picketing but disturbances were re- 
ported around the 50 GE _ plants 
affected by the strike. Still, GE re- 
ported that the influx of employees 
back to work through the picket lines 
was heavy (in some areas it caused 
violence) 

On October 5th, contract negotia- 
tions were picked up again with Carey 
proposing a “truce that workers re 
turn to their jobs on the old contract 
while a settlement was being negoti 
ated. GE called the truce “ridiculous,” 
and came back waving its own flag of 
truce, but Carey put thumbs down on 
it. The meeting ended in stalemate 
e Violence In Schenectady, N.Y 
Local 301 of the IUE joined the strike 
Oct. 6th. Previously, this local had 
voted to accept the company’s con- 
tract offer. The GE plant in Schenec- 
tady is the largest of the 55 struck 
plants. GE has 166 in all. On October 
7th, a state of emergency was de- 
clared in Schenectady, as 5,000 pick 
ets closed off GE’s main gate for the 
second day in a row. Severai workers 
tried to rush the lines. They got 
through and IVE blamed GE for try- 
ing to start a riot. There were othe: 
incidents of violence, arrests and few 
workers entered the plant that day. 
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[he outbreaks were in: 

e Syracuse — Electronics Park en- 
trance sealed off by pickets who 
blocked roads with side-by-side ar- 
rangement of cars. 

e Pittsburgh — Both sides marked 
time. In general it was quiet, marred 
only by one arrest of a union and 
non-union worker. 

e Pittsfield — Report of a scuffle 

near the main gate. Otherwise quiet. 
e In Truth, a Truce?—P. D. Moore, 
employee relations manager of GE, 
characterized the “truce bids” of the 
militant IUE leader as “just another 
publicity stunt.” Moore said that Carey 
could have had his truce anytime he 
wanted it—“all he had to do was call 
off the strikers and permit the mem- 
bers to go back to work under the 
same general conditions of employ- 
ment they had before the contract was 
terminated (except the “escalator 
clause”), while company and union ne- 
gotiated a new agreement.” Moore 
also stated that these arrangements 
were available to Carey prior to the 
time he called the strike. He charged 
the IUE head with bargaining for a 
truce that he knew would be rejected, 
because of the conditions which Carey 
had set up. These conditions, says 
Moore, were (1) that the offer be 
significantly increased; (2) that the 
company accept Carey as spokesman 
for other AFL-CIO unions; (3) the 
right of Carey to make a new strike 
deadline 

GE reported that AFL-CIO unions 

such as UAW, IAM and IBEW signed 
a new three-year agreement on the 
same economic terms that Carey had 
rejected. 
e The Ninth Day—tThe ninth day of 
the strike (Oct. 10th), brought little 
sign of a break. Carey again proposed 
the truce. GE rejected it again and 
came up with their own. It was re- 
jected again by Carey. 

Schenectady prepared for more 
strike violence and was still in a state 
of emergency. 

In Syracuse the roadblocks were 
still up, preventing entrance to Elec- 
tronics Park. Police help was called for 

In Boston, Lynn, Pittsfield, Everett, 
Mass., and Burlington, Vt. late reports 
revealed picket line abuses. 

Court hearings, initiated by GE, 
were slated to prevent mass picketing 
and violence, 

e First Break?—The first hint of at- 
tempted union defection might have 
turned up in a small plant outside 
Schenectady, where workers were 
banding together to sever connections 
with local 301. Less than 50 members 
supported the move at the time, but 
seven days later, 9,000 members of 
local 301 swarmed past token picket 
lines and back to work. 

e Tenth Day—The 10th day of the 


strike brought a series of incidents that 
seemed to indicate the strike would 
bog down into a series of meetings, 
sporadic clashes and a long wait until 
things would be normal again. Strike 
violence was intermittent, injunctions 
were filed and an unfair labor prac- 
tice was filed by the company charg- 
ing IUE with refusing to bargain in 
good faith. 

e Economic Effects — On the 11th 
day of the strike, GE reported an 
11% drop in earnings on a 5% de- 
cline in sales during the first nine 
months of 1960. In contrast to the 
decline in sales, Ralph J. Cordiner, 
president of the company, said that 
GE’s order backlog was up 12% over 
1959, but did not include consumer 
goods or industrial components. At 
that time, Cordiner remarked that the 
strike will undoubtedly lower the earn- 
ings for GE in the fourth quarter, 
but “no one wins a strike, least of all 
the employees.” 

On this day, much of the picket 
line skirmishes had vanished, except 
for widely scattered reports in widely 
scattered plants. Production was at a 
stand-still in Schenectady and was 
hampered at Lynn, Pittsfield, Syracuse 
and other points 
e Products Affected—Among the GI 
products affected by the strike were 
appliances (Louisville, Ky.), turbines 
and generators (Lynn, Mass., Fitch- 
burg, Mass. and Schenectady, N.Y.), 
electronic equipment (Syracuse, 
N.Y.), motors and components (Fort 
Wayne, Ind.), transformers (Pittsfield, 
Mass. and Rome, Ga.), lighting equip- 
ment (Cleveland and Warren, Ohio) 
e Lamp Div. Report—The GE Lamp 
Div., Cleveland, Ohio, reported that 
11,000 out of 17,000 were at work 
Oct. 12. Of the 39 lamp plant loca 
tions across the country, 22 were op- 
erating at full production because 
they had no union, or they have 
unions, but not the IUEF. GE re 
ported: “normally across the Lamp 
Division there were 5 to 6 months 
supply of high volume finished prod 
ucts; GE would be able to produce 
lamp products in key lines in the dis 
tribution pipeline, and should be able 
to meet most customers’ needs by 
1961.” A written statement from GI 
claimed that the company did not 
want to give in to the excessive de- 
mands of IUE which would mean ab 
normally higher costs that “feed the 
fire of inflation.” 
e Unique Strike 
president of Local 119 proposed a 
unique kind of strike against GE in 
areas where the labor dispute might 
have begun to hurt production for 
national defense. Egan, a member of 
the IUE’s GE conference board, said 
that IUE members would be willing 
to go back to work on projects affect- 


Joseph F. Egan 
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will fit beam flanges up to % inch thick. Furnished 
with case-hardened set screw. Low cost. 
Order From Your Electrical Wholesaler 
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25 North Peoria St. Chicago 7, Ill. 
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| ing national defense for no pay, pro- 
| viding GE guarantees to make no 
profit from the government contracts 
| involved. A total of 2,050 striking 
employees were involved. 

The day before Egan made this 

statement (Oct. 13th), the full negoti- 
ating committee met for the first time 
since a strike was voted for. P. D. 
Moore indicated that GE’s truce pro- 
| posals may have been lost in the gen- 
eral confusion attendant to the Ist 
conference board meeting on Sept. 
30. They were spelled out again to 
Carey on Oct. Sth—Zin reply to 
Carey’s peace proposals, and then 
again on the 7th in the presence of 
the mediators. They were reiterated 
on Oct. 10th—and “are still on the 
table and available to the Union,” said 
Moore. 
e First Defection — The first major 
break in the then 16-day old national 
strike came when IUE’s largest local 
| sent its 9,000 member union back to 
work at the Schenectady plant on the 
morning of Oct. 17th in defiance of 
its national union leaders. Officials 
said the local’s executive board voted 
to accept a contract extension during 
negotiations on a new contract. Carey 
accused local 301 of betrayal of the 
strike. He said that it was done with- 
out authorization from the IUE-GE 
conference board and in direct viola- 
tion of the IUE constitution. 
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At first, other unions around the 

nation reported that they were solid 
and still in favor of striking, even 
after the Schenectady unionists from 
301 swept past token picket lines 
manned by GE strikers from other 
cities. In Pittsfield, Mass. however, 
union officials requested the union’s 
GE conference board reconsider GE’s 
proposals. 
e Agreement in Sight—The final con- 
tract agreement, was reached Satur- 
day, Oct. 22nd, and was foreshadowed 
on Oct. 20, when IUE negotiators in 
Pittsburgh agreed to a contract with 
Westinghouse Electric Corp., essential- 
ly incorporating the Westinghouse of- 
fer as a “bad carbon copy” of the 
unacceptable GE offer. 

After a scaled down Union offer on 
Oct. 19, GE refused any more nego- 
tiations with IUE, saying that the talks 
were “unproductive.” When the West- 
inghouse settlement came about, Fed- 
eral mediators got both sides together 
on Friday, Oct. 21. Both harsh and 
honeyed words were traded and one 
big union leader was called a traitor 
by Messrs. Carey and John H. Calla- 
han of the TUE. But it was the be- 
ginning of the end. 





Westinghouse Expands 
Electric Home Program 


PITTSBURGH — Westinghouse 
Electric Corp. has announced the for- 
mation of a residential marketing de- 
partment in an expansion of its Total 
Electric Home program. With head- 
quarters in the company’s New York 
offices, the new department will con- 
centrate on servicing the rapidly grow- 
ing number of utilities and builders 
interested in the promotion and in- 
stallation of electric living. 

The company offers an extensive 
line of electrical equipment, devices 


and appliances for home and apart 
ment living through its new residential 
marketing department. 
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Experienced Electrical Manufacturers Agent 

covering Tennessee (Warehouse) desires lines 
of service entrance equipment, fuses and small 
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This new tool saves time, tape and temper 


instant use. Try it today! 





PLYMOUTH RUBBER COMPANY, INC: 


QUALITY SINCE 1896 CANTON, MASSACHUSETTS 


— it hangs on your tool belt ready for x 

























ell your customers about 


Buss LOW-PEAK Fuses 


an Outstanding Advancement in Protective Devices 


Buss LOW-PEAK fuses can completely revolutionize 
the protection of the entire electrical system. 

Protects Circuits, Motors, Controllers, Switches 
whether fault current is 1,000 amps., 100,000 or 
200,000 amps. 

Prevent damage to Panelboards, Controllers or other 
circuit components. Let-thru currents are limited to 
exceptionally low values. 

Can be easily coordinated into a selective system 
to limit fault outages to circuit of origin. 

Prevent waste of time and money—because long 
time-lag keeps them from opening needlessly on harm- 


less over-loads. 

Permit increasing interrupting capacity and current 
limitation on present system at minimum cost. Fuses 
fit standard switches and panelboards. Available from 
15 to 600 amperes in both 250 and 600 volt ranges. 

Remain safe throughout the years without main- 
tenance or recalibration. 

For full information turn to the BUSS Bulletin on 
LOW-PEAK fuses. 


BUSSMANN MFG. DIVISION, McGraw-Edison Co. 
St. Louis 7, Mo. 


Eleetrical Protection Goes 


Modern with BUSS FUSES 














